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SPEAKING OF 


Frank C. Beckwith 
who was recently elected president 
of the Hamilton Watch Co. to suc- 
ceed the late Charles L. Miller is a 
veteran of the trade who knows it 
from every angle. For years before 
joining the Hamilton Watch Co., 
in 1909, he had been in the watch- 
case business with Joseph Fahys & 
Co., where he learned to know the 


Pre, 
¥ 


jewelers and the jewelers to know 
him. 

In acknowledging congratulations 
on his new position Mr. Beckwith 
said recently: “I am mindful of the 
great honor conferred upon me, but 
am not unmindful of the great re- 
sponsibility as well.” And when 
asked for a message to the watch 
trade on the fall business, modestly 
asked to be excused, stating: “I am 
reminded of what Grace, the presi- 
dent of the Bethlehem Steel Co., said 
the other day. ‘Let’s stop prophesy- 
ing and go to a Cathedral and pray.’ ” 


[. his regular trips 
among the retail jewelers to learn 
conditions in the trade, A. C. Becken 
of Chicago, comes across many inter- 
esting incidents as well as merchan- 
dising schemes that have proved suc- 
cessful. In a college town recently 
he came across a retail jeweler that 
had built up a good business and 
made a host of strong friends by his 
ability as a letter writer. In fact, 
letter writing was the principal way 
in which he introduced his business 
to customers. For instance, if this 
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jeweler bought coal from a dealer, he 
would shortly write (on his business 
stationery, of course) a nice letter 
about the satisfaction he is getting 
out of the coal. After a shoe pur- 
chase, he would write the dealer how 
well pleased he was with the shoes 
and the way he had been attended to 
by the clerk. When he attends a 
local ball game, he makes a note 
about outstanding plays and then 
writes each player how much he en- 
joyed that particular play. The same 
principle is applied to participants in 
local entertainments and, in fact, to 
everyone with whom he comes in 
contact. In this way, he has built up 
a friendship that has been translated 
into business. 


U ncle Sam has 


put a “crimp” into the sale of one 
type of ring during the fall and win- 
ter, namely: the so-called “wishing” 
ring guaranteed to bring their wear- 
ers whatever they wish for in the 
way of love, power, wealth, etc., that 


iva 


were offered by a New York jeweler. 
For this man’s business came under 
the notice of the Federal Trade Com- 
mission, which, being out of sympathy 
with the spread and development of 
occult powers, filed a prosaic com- 
plaint after several customers had ex- 
pressed their greatest wish to be the 
chance to get their money back. The 
jeweler has now promised the Com- 
mission he. will not advertise or sell 
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the product any more, at least, not 
in the manner complained of. 


Cosme S. Parker, 
president of the Parker Pen Co. 
thoroughly believes in the principhe 
advocated by THE JEWELERS Cir- 
CULAR of cultivating business by giv- 
ing the best value for the money, not 





so much by lessening price as by giv- 
ing better quality or service. A recent 
announcement of a new line of the 
concern spoke of its introduction as a 
part of program to stimulate dealers’ 
sales by giving extra value to the 
consumer. “There are two ways of 
enticing the consumer to buy in the 
present market,” he said, “One is to 
reduce the price, the other is to in- 
crease the quality.” And he stroggly 
advocates the latter. 


Sa the publication 
of the Wickersham report on the cost 
of crime in the United States the 
subject has been more prominently 
before the public than ever before 
and detailed estimates are being made 
in various quarters. In a table sum- 
mary made by the Washington Bu- 
reau of the New York Herald- 
Tribune giving the cost of crimes in 
various particular industries, and in 
various ways, appears the total of the 
thefts from jewelers set at $2,000,- 
000, a figure that has been quoted all 
over the country. 

Far from being excessive, this 








figure is really a conservative aver- 
age, according to Harry C. Larter, 
president of the Jewelers’ Security 
Alliance, and Secretary Noyes of this 
organization, stated there were years 
in which the figure has been exceeded 
in the compilations they have made of 
the reports of jewelry robberies all 
over the United States. ‘The esti- 
mate of the Alliance of these jewelry 
robberies in 1930 was $2,373,916, 
this being the largest year in their 
records. It is but reasonable to sup- 
pose that the actual figures would ex- 
ceed this sum by a considerable 
amount, inasmuch as a great number 
of jewelry robberies are unreported 
or the actual loss is not made public. 


J ean R. Tack, 


former president of the New Jersey 
Retail Jewelers Association, has posi- 
tive ideas on the use of jewelery 





terms and feels that the jeweler 
should be careful in describing the 
color of gold by the terms “yellow,” 
“natural,” etc. Says Mr. Tack: 

“Personally I favor ‘natural gold’ 
for the mental effect on the possible 
purchaser. I believe we are coming 
to the time when folks are going to 
demand ‘real’ jewelry again; they are 
getting tired of being bamboozled by 
the imitations made possible by the 
introduction of white gold. 

“A return to natural gold will 
make it more difficult to substitute 
inferior metals and the honest jew- 
eler can rejoice that chromium, 
ni@gel, tin and other white metals 
will be relegated back to the hard- 
ware store where they belong. 

“T believe many jewelers through- 
out the country are waiting for the 
return of natural gold jewelery, but 
are deterred from stocking it because 
they have abundant stocks of white 
gold which might not move so well 
were natural gold to come back too 
quickly, and no one can find fault 
with that; but natural gold is coming 
back in popular favor slowly but 
surely.” 


Details of the habits 


and tendencies of our people are be- 
ing gradually disclosed as Uncle Sam 
makes public the statistics of the dis- 


tribution census, recently completed. 
One of the things that we learned a 
few weeks ago was that the American 
people spent more than nine billion 
dollars in 1929 in retail stores, which 
carry what formerly were consid- 
ered “luxuries” but which are large- 
ly necessities in our present civiliza- 
tion. For the bill was for automo- 
biles, jewelry, radios, candy, flowers 
and soft drinks. ‘These six classes of 
business alone accounted for nearly 
one-fifth of the entire retail purchases 
of the country, the net sales of all 
sources being given as $50,033,850,- 
792. Unfortunately, the jeweler, 
however, will not think that his busi- 
ness was as large in proportion as it 
should be, despite the fact that as 
shown in the last issue of THE 
JEWELERS CirCULAR, the total sales 
of the jewelry stores in 1929 was 
$536,949,551. The motor vehicle 
people did a business of $6,169,463,- 
534, while the drug stores and soda 
fountains sold $1,138,153,388 in soft 
drinks. The candy business topped 
the jewelry business slightly with 
sales of $693,451,195. But we must 
recall that even back in war time 
prosperity Government taxes on our 
jewelry sales showed they totaled less 
than five billion. 


f aren may or may not 
know that an attempt is being made 
to take a vote to determine what is 
the national rock and the national 
mineral of the United States. ‘This 
ballot is being conducted by the maga- 
zine Rocks and Minerals. The sug- 
gestion has been made that a third 


i 
(Spo 


subject be added to the ballot, name- 
ly, “gems,” to determine what the 
national gem of the United States 
should be. There is only one gem, 
the garnet, in the list of minerals sub- 
mitted on the ballot. 
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A report by 
Consul General Alfred Nutting of 
London indicates that the British are 
buying fewer clocks than formerly, 
but the unfortunate part of this are 
the figures showing that the decline 
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in the American products. is by far 
the heaviest recorded from any of the 
sources. Our exports decreased ap- 
proximately 97 per cent:since 1929. 
French clocks dropped about 50 per 
cent and the percentage of the de- 
crease in all was about 23 per cent. 
German clocks, however, increased, 
the clock imports from Germany 
jumping from a value of $633,132 in 
1929 to $837,739 in 1930. 


FE. Lathrop Sunderlin 


of the Sunderlin Co., Rochester, in 
summing up the reasons why he goes 
to jewelry conventions says, “that 
those who do not attend their state 
and national conventions lose a great 
deal of knowledge valuable to them 
in running their business, but above 
all, they loose the priceless value of 
friendship which is gained by per- 
sonal contact with brother jewelers. 





I personally have always felt that if 
the jewlery business was worth while 
enough for one to try and make a liv- 
ing out of it, it certainly ought to be 
worth time for study and even sacri- 
fice in an attempt to further its prog- 
ress. There is an old saying, ‘one 
gets out of a thing just what he puts 
into it,’ and this surely applies to our 
industry.” 


The appointment of 
A. A. Coaton as general manager of 
the DeBeers Consolidated Mines is 
announced in a recent Reuter dis- 
patch, which says he is to succeed 
Alpheus Williams, who had been on 
leave pending retirement. Mr. 
Coaton who for the past few years 
has been chief consulting engineer of 
the Anglo-American Corporation as- 
sumed his duties Sept. 1. 


Oo. of the so-called 


“Plus Signs” that gave encourage- 
ment to the manufacturing jewelry 
trade of the east at the beginning of 
the month was a report published in 
the daily papers saying that the gold 
bars taken by Attleboro jewelry firms 
from banks during the preceding 
week had showed an increase of 150 
per cent over the total of the week 
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before. The banks which have cir- 
culated the information feel that this 
was a distinct proof of a revival, be- 
cause manufacturing jewelers buy 
gold only as and when they need it 
as a raw material for their product. 
There can be no speculation in gold 
or buying ahead, as the value of gold 





is tied absolutely to the value of the 
dollar, 21.3 grains of pure gold being 
a dollar and vice versa. 


A well known commercial 
engineer, W. F. Schaphorst of New- 
ark, N. J., calls our attention to what 
he calls the “prize advertising 
‘Boner’ ” used by a number of manu- 
facturing and retail jewelers in their 
direct mail advertising. This is send- 
ing out mail on which the recipient 
has to pay 2c. or more due postage. 
He then goes on to describe the psy- 
chological effect on the man who pays 
out money to get advertising out of it. 
Worst of all for the advertiser is that 
the recipient is likely to remember 
the incident for a long time. ‘People 
do remember the things we don’t 
want them to remember,” he says. 


dd : ; 

A veritable university 
course in present day merchandising 
conditions.” Such was the character- 
ization given by some who attended 
the Boston Conference on Retail Dis- 
tribution which was held at the Uni- 
versity Club, Boston, September 14, 
15 and 16. As the program stated 
it was “A ‘Williamstown’ for Trade 
Problems” and truly those who were 
fortunate enough to hear the ad- 
dresses and discussions could take no 
exception to the term. The confer- 
ence was under the auspices of the 
Retail Trade Board of the Boston 
Chamber of Commerce in coopera- 
tion with the Harvard University 
Graduate School of Business Admin- 
istration, the Boston University Col- 
lege of Business Administration and 
the Massachusetts Institute of Tech- 
nology. Among the highlights were 
the addresses of such well known re- 
tail merchandise authorities as J. C. 
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Penny, W. T. Grant, A. Lincoln 
Filene and Kenneth Collins, while 
the discussion of mail order and chain 
store systems by Dr. H. W. Hess, 
of the development of consumer de- 
mand by Prof. Nystrom and the 
analysis of consumers’ attitude to- 
ward special sales by Prof. Alspaugh 
opened the eyes of even the most en- 
lightened attendants as to the forces 
now working on the business world. 
Among the Boston jewelers rep- 
resenting the retail trade board inter- 
ested in this conference were Arthur 
M. Horne of Shreve, Crump & Low 
Co., and C. Sydney Cook of A. 
Stowell & Co., while among the 
many manufacturers on the National 
Advisory Council were Henry S. 
Dennison, president of the Dennison 


Mfg. Co. 


The recent somewhat 
sensational references in the press to 
a gold colored alloy produced by 
a firm in Sheffield, England which 
caused comment in the metal trades 
and in the jewelry business seem to” 
have been based on a misunderstand- 
ing. According to a recent letter 
received from the manufacturers, the 
alloy is not a new discovery and is 
not stainless) The manufacturers 
claim they are doing their best to 
discourage such claims and announce 
they were never consulted before the 
articles upon it appeared in the 
British and American papers. On 
the other hand, they have been put to 
considerable trouble and expense in 
order to counteract the misleading 
statements made in the press. 


I, is expected that the 
jewelry trade will be bothered a lit- 
tle less by improper advertising in 
the future than it has been in the 
past ; owing to the activity of the Fed- 
eral Trade Commission that has been 
acting on many complaints about mis- 
representative advertising in this and 
other industries. An announcement 
by the commission last week in con- 
nection with this campaign was to 
the effect that a number of concerns 
and advertising agents had signed 
stipulations to abide by the commis- 
sion’s action on charges preferred 
against certain advertisers. Among 
the many instances contained in the 
announcement the commission cited 
the action of a publisher of several 
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widely circulated magazines which 
carried advertisements of three con- 
cerns selling watches and jewelry of 
questionable value, as well as per- 
fume, who agreed to stop pub- 
lishing such copy awaiting disposition 
of the commission’s cases against the 
advertiser. The commission has a 
large number of complaints against 
advertisers using improper gem terms 
and improper descriptions of dia- 
monds, watches, jewelry and other 
lines. If the publishers will refuse 
to accept these ads until the commis- 
sion has acted on the complaint, there 
is no doubt there will be much satis- 
faction in this industry. 


M4 | aa , 

t is quite evident 
to us that the use of natural gold is 
on the increase and becoming more 
popular each month as a color in 
rings and jewelry,” said J. J. Collins 
of the Ostby & Barton Co. “During 
the first eight months of 1931 here in 
our own factories we have used 28 
per cent more natural gold than dur- 
ing the year 1930. The use of natural 
gold is not confined to any few items 
in our lines, but covers the entire 


range in both rings and card jew- 
elry.” 


Wile July is not noted 
as a month for large diamond im- 
portations, the statistics of diamond 
imports of July this year compiled 
especially for THe JeweLers’ Cir- 
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CULAR indicated a total of $1,242,- 
577, a figure that may cause slight 
disappointment in some quarters. 
However, while it shows a large drop 
from the figures of July, 1930, it is 
but a little over $32,000 less than 
the imports of June. The value of 
the cut stones imported was given: as 
$891,163 and that of the rough .or 
uncut, $351,414. Of the latter, but 
a small part came directly from the 
London Syndicate, $203,650 coming 
from the diamond cutting center_of 
Antwerp and $198,000 coming di- 
rectly from the Union*of South 
Africa. 





Samuel A. Kirby, of the third generation of Kirby 
jewelers in New Haven, is a merchant who has 
perpetuated and increased the prestige of the 
establishment which he heads. Using aggressive 
merchandising policies, this century old institution 
builds in the present, on the past, for the future. 
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View from the front of the Kirby store. 


AGGRESSIVE 


4d 
W. believe that the 


prospective bride is the keystone factor in all new busi- 
ness. We do all we can—from the minute the engage- 
ment is announced—to follow her up as a potential cus- 
tomer. ‘This also applies to her mother, the fiancé and 
his family. We exhaust every possible sales opportunity 
from the engagement ring to the overnight bag.” In 
these few words, the merchandising tactics of Samuel 
H. Kirby & Sons, Inc., jewelers, New Haven, Conn., 
are summed up by Edgar H. Dowson, secretary of the 
concern. 

The business, which was established in New Haven 
by the grandfather of the present Mr. Kirby, was 100 
years old in 1930. Located at 972 Chapel St., facing 
the historic green, the store enjoys a vista of lawn and 
trees through the entrance in spite of the fact that it is 
almost in the heart of the business center of the city. The 
substantial atmosphere and conservative arrangement of 
the store emphasizes the feeling of a solid New England 
business institution which has sustained a steady growth, 
gradually taking its place as a silverware and jewelry 
buying center during the century of consistent and 
friendly service. 

Samuel A. Kirby, president of the corporation, tells of 
his method of developing a mailing list which has be- 
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The attractive gift department in the rear of the store. 


SILVER. SELLING .... 


come the main channel of sales promotional advertising 
for the store: ‘““We have one young lady who devotes 
all her time to our mailing list. She reads the society 
columns daily, adding to the list names mentioned there. 
The weekly list of newcomers to New Haven, which we 
receive from the Chamber of Commerce, supplies more 
names, and from these two sources we derive from 12 to 
15 new prospects a day for our mailing list. All our 
active accounts are, of course, also on the list, and we 
keep hammering away at them to prevent any drift. 


dd 

, letters are gotten out 
from time to time to selected groups. There is a letter 
which goes to the newcomers only. This ““Welcome-to- 
Our-City” letter tells of the traditions of the store, the 
variety of merchandise offered, and extends an invitation 
to “ ‘drop into Kirby’s frequently.’” There are also 
letters which are sent to prospective brides immediately 
following their engagement announcements as well as 
one for brides whose marriages have been announced. 
Our most important mailing piece is “ ‘Kirby’s Style Bul- 
etin,’ ” which goes to our entire list of 5000 every month. 
This contains items of interest to the housewife and 
devotes attention to women’s fashions, especially in their 
relation to jewelry. 
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Jt has been said that “your best customers are 
good prospects for somebody else.” Many of the 
“best customers” in New Haven go to Kirby’s for 
their jewelry and silverware—their parents went 
there, and perhaps their grandparents—but Mr. 
Kirby does not rely on this institutional prestige 
alone to maintain this following. Carefully planned 
sales letters, a live mailing list, a monthly style 
bulletin, are some of the methods used in this 
store to retain old customers and to get new ones. 








“Every name on our mailing list is entered on a sepa- 
rate card, which is filed. There is space on these cards 
for information regarding the customer. In this connec- 
tion a letter with a return postcard was sent out asking 
for the dates of birthdays and wedding anniversaries. 
Moderate returns were received from these letters. 

“A looseleaf notebook is kept with a page devoted to 
each of the silverware patterns we have in stock, of 
which there are 30. Persons who have purchased these 

(Turn to page 113) 
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C. L. RUNYON 


4d 

After being in the new place 
for two months, we now feel that we have made a good 
move and are well established for another 10 years.” This 
is the way C. L. Runyon, jeweler of Huntington Park, 
Cal., expresses satisfaction with his new store which has 
been decorated along modern lines, combining business 
efficiency with the appeal of attractive surroundings. 

Voicing a note of confident optimism, Mr. Runyon 
says: “I feel that we are now on the upgrade, and our 
store is ready for the next prosperous era, be it one, 
three or five years hence. At present we are adjusting 
ourselves to carry on under the present conditions and 
try to do as well as possible.” 

That this beautiful store only reflects the fine spirt of 
the progressive jeweler who maintains it, is made evident 
in his next statement: 

“My faith in the jewelry industry is not in the least 
broken and the morale of our store is topnotch. We 
never mention ‘Depression’ to our customers, we prefer 
to say ‘Business is fine.’ ”’ 

Mr. Runyon reports that the modern motif of his 
store has brought him substantial business. ‘We are in 
an industrial district where we are surrounded by 87 
factories and most of our trade comes from factory em- 
ployees. Our customers have received our new store very 


60 





SAYS MODERN STORE 








“| feel that we are now on the upgrade,” said C. L. 
Runyon, jeweler of Huntington Park California, 
“‘and our store is ready for the next prosperous era, 
be it one, three or five years hence. My faith in the 
jewelry industry is not in the least broken and the 
morale of our store is topnotch. We never mention 
‘Depression’ to our customers—we prefer to say 
‘Business is fine.’ ” 








favorably. They seem to be pleased to have picked such 
a place to do their trading. Many new customers have 
come to us since we moved in.” 

Asked to discuss the advantages of modernism in store 
design, Mr. Runyon offers some valuable comments on 
store decoration and fixture problems. “I would not say 
that all jewelry stores should be remodeled in order to 
maintain their volume of business. In a recent trip to 
San Francisco I saw some very old-fashioned stores that 
are doing a large volume of business. I saw, also, some 
very beautiful stores which are going into the red every 
month. I can think of no one feature which by itself 
will increase volume. It takes the combination of adver- 
tising, merchandising, buying, selling, windows, personal 
attention, service and everything to build volume.” 

In the design of the store the problem confronting Mr. 
Runyon was to preserve architectural units, and at the 
same time to satisfy the display and selling needs. It was 
necessary to incorporate in the plan of the store, the 
niches and illuminated displays which are of vital impor- 
tance to merchandising. The usual island floor cases 
and counters were not used; instead, the store was ar- 
ranged to individualize the departments so that the sales 
floor may be handled with a minimum of sales help. 


Directly upon entering the store 
the customer sees the jewelry department, where are 
arranged displays of watches, rings and costume jewelry, | 
shown in circular wall cases built into the walls. These 
cases are separated by a sandblasted mirror 12 feet high, 
giving the illusion of an entrance to another room. 

On the opposite side, the clock, silverware, leather 
goods and fountain pen departments are arranged. ‘The 
watch repair department is located in the rear and is in- 
closed with a circular inspection and display counter. 

Speaking of the cases, Mr. Runyon says, “Our cases 
are small but they give a maximum amount of display 
space. The high shelf on the average wall case is usually 
superfluous. It is above the eye and of no value for dis- 
play. Our cases have glass shelves and are lighted to 
make a good showing. 

“The repair and credit departments are in the rear, 
just behind where the camera stood to take the pictures. 
Our customers have to go all the way through the store 
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to the repair department or to pay on account. ‘The 
little room to the left, shown in the illustration, is our 
diamond room. We keep most of our diamonds there: 
and make nearly all diamond sales in this room. It is 
very convenient and makes the sale easier.” 


M.. Runyon’s store as a whole 
provides an appealing welcome to his customers. The 
woodwork is in a combination of naturally finished wal- 
nut and birch; the walls are a light greenish blue and 
silver, while the floor is covered with a rich, green carpet. 
The furniture, lighting effects and other metal work are 
finished in satin chromium, the combination giving a quiet, 
restful and very harmonious atmosphere to the store. 

As Mr. Runyon points out, it cannot be said that it 
would be a good thing for all stores to be redecorated 
along modernistic lines. Many factors must be considered. 
A careful study of the type of customers a store enjoys 
is necessarily the first thing to be thought of. A business 
which caters largely to the people of the older generation, 
people with conservative tastes and habits, in all likeli- 








hood would not prosper to the same extent as has Mr. There is something more than eye-appeal in this 
Runyon’s if housed in a similarly designed establishment. beautiful store, which arouses the enthusiasm of 
On the other hand. a growing community such as Hunt- its owner. Conditions imposed by merchandising 
ington Park welcomes the spirit of progress and modern requirements include adequate space for diamond 

~ beauty inherent in his store. selling room, credit department, general offices and 
The modern store is essentially practical for the busi- repair department, all easily accessible. The pres- 


ness man and is an aid in the routine of store keeping; 
it presents a neat and inviting appearance to the passerby 
and once within the store, the customer finds that every 


ent arrangement enables Mr. Runyon to handle floor 
sales easily and with a minimum amount of sales 








effort has been made to make him feel comfortable and help. 
at home. 
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I. J. C. Holland 
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lea ri iaecd sal ues 


given before the A.N.R.J.A. Convention, held in De- 
troit, was that of |. J. C. Holland, jeweler of San 
Angelo, Texas, who outlined the effectivness of ad- 
vertising, and supplied an A B C formula which, if 
followed, will enable any jeweler to prepare forceful 
advertising, helpful and profitable to his business. 


His talk was not based on theory or imagination as 
_ to what advertising can do for a jeweler, but upon 
ae cord wentenn son rani ee ee 
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a discussing advertising, 

what I say is based on my own personal business as a 
country town merchant or jeweler. I will not try to 
educate you on a subject about which I have yet much 
to learn and a subject that has been given much thought 
by really big men and men who have made advertising 
their business. 

I have a few rules which I try to follow. I say try for 
I do not always follow these rules and often deviate, 
changing with conditions of the country in which I live. 

These six rules which I mention were not made by me. 
Most of these rules and any other ideas which I might 
have, have been gathered from other sources. Some from 
advertising agencies and other from newspapers and more 
from other jewelers who advertise as I do. 

These rules are: 


1. Do I get my man? 

2. Have I used primer words? 
3. Have I tied into the news? 
4. Have I touched an instinct? 
5. Have I invited action? 

6. Have I invited reading? 


If you can check your advertising with all six of these 
rules you will find that your advertising will not be far 
wrong. 

Let’s take rule No. 1. If a page in this hotel should 
tell you that some man was wanted on the telephone it 
would have no meaning for you because you are probably 
not expecting a call. But if the page says that there is a 
telephone ‘call for Secretary Evans he is nearly sure to 
get his man. A salesman for wheeled chairs would not 
be here trying to sell to invalids unless he was sure that 
we were a poor bunch of health seekers. A head line in 
the newspaper “Cubs Shut Out Cards” if you are a base- 
ball enthusiast. “Silver Drops to 19 Cents” would inter- 
est every one of you and hold that interest for some time. 
Make your headline so that it will get the man or the 
people to whom you want to sell. 

Rule No. 2. “Have I used Primer Words’? It is 
said that 85 to 90 per cent of the people of the country ' 
are of eighth-grade intelligence. Whether this is true 
or not I do not know but I do know that all people under- 
stand simple words and every time that you advertise have 
in mind the fact that you want to convey to the public 
facts about your merchandise which they possibly do not 
understand and to convey this idea as quickly and as 
clearly as possible. Primer words are generally short and 
stand for common things. Another point here is that no 
headline should contain over five words if the idea can 
be conveyed in this number of words. 

Rule No. 3. “Have I tied into the news”? Remember 
this—Your advertising copy occupies what you consider 
very valuable space in your paper. Your advertisement 
should have a heading which will catch the eye of the 
reader just as does a news item in the paper. Your head- 
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line is competing with many other headlines, both news 
and advertising which might be better than yours. 

Rule No. 4. “Have I touched an Instinct”? The four 
strongest instincts of the public today are: Selfishness, 
Fear, Love and Curiosity. As far back as we can re- 
member man has fought for his life or what was his. 
This is selfishness. Headlines such as “Retire at 60”— 
“A $50 raise’”—‘‘Be a Leader” are headlines based on 
selfishness. 

“50,000.00 worth of Jewels Stolen” is a typical fear 
headline. It may attract attention but is not one that we 
like to see. “Don’t Lose Your Beautiful Diamond” is a 
fear headline and one worth using when suggesting new 
mountings. 


Both sexes will be attracted 
by love. You have many ways of expressing a “Love” 
headline. Love and sex lead in editorial appeal and there- 
fore it should be equally important in advertising. 

“Curiosity” is an instinct we all have. Whether we 
know it or not we are all on the search for knowledge. 
I couldn’t help reading a recent advertisement by the 
B. & O. Railway headed, ‘““Why the B. & O. was late 
on December 13th.” This advertisement was based on 
curiosity and struck me so forcibly that I immediately 
read the body of the ad to see that the text was made up 
of service and courtesy. 

Rule No. 5. “Have I invited Action” ?—You have all 
used the words “Buy Now.” No doubt you are suggesting 
it every day in your silver sales because of the low prices 
which prevail. “Only Twenty at this Price” invites ac- 
tion to the subconscious mind because if the article is 
wanted the consumer becomes active and you have invited 
action without pushing him overboard. The average con- 
sumer of merchandise wants suggestions and follows the 
thought rather than thinks out the problem for himself. 
Get a crowd in front of your door and many more people 
come and buy. Maybe it is something that they did not 
intend buying but the fact that many are already buying 
invites immediate action for the reason that they are 
afraid that they will miss something that their neighbor 
thinks is good. I once conducted a sale and offered a 
large French ivory comb to the first 50 people making a 
purchase of $1 or more. When the door was opened the 
first person to enter asked me where she could find the 
hair brushes. The fact that a comb was given away in- 
vited action to hairbrushes although at that time she could 
have purchased an alarm clock for $1 instead of a brush 
_ at $3.50. 

Rule No. 6. “Have I invited Reading’? Have you 
ever stood outside of a side show and listened to the 
barker? How he arouses the desire and attracts attention! 
After listening to him you might believe that the show is 
really good and there is none on earth like it. Your 
headline is like the barker at a side show. You can invite 
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attention and once the attention is arrested you have a 
chance to get John Public to read your copy and once 
copy is read the less sales resistance and the greater your 
sales. 

I presume there is no doubt in your mind that I am 
speaking of newspaper advertising after giving all of 
these rules. Here I might say that I believe in news- 
paper advertising, first, last and all the time. I have 
nothing to say against any other form of advertising but 
for the past 13 years I have consistently used the news- 
paper field for advertising purposes. We started when 
the rate was 18 cents per column inch and the paper was 
four sheets and did well to fill that until we now pay 96 
cents per column inch. 

At first, 13 years ago, we could not trace directly our 
results on advertising. After the first two years we saw 
results and it was not long until we could see results from 
nearly every advertisement which we ran. If there were 
no results we felt that it was poor copy and it was. We still 
feel that we owe to our two daily papers all the patron- 
age which we can afford to give and that is a contract 
of not less than eight inches on the back page of both the 
afternoon papers and not less than 42 inches on the front 
page of the society section which is our own exclusive 
page. 

We do use the mail for advertising but find that this 
runs our costs on advertising out of proportion to our 
results. Mail advertising is used with us about four to 
six times per year. We are in a ranching country where 
homes are 150 miles from the road. Nearly all of our 
ranchers take our papers and when they read a paper they 
start at the front page and read to the back. But re- 
member this, if your copy does not attract attention while 
they are reading from front to back they will not go back 
and look up your copy. 

Getting back to the subject of newspaper advertising. 
We study conditions of the country and advertise ac- 

(Turn to page 121) 
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Above—The fashionable woman of the Second Empire; her 

jewelry, scarf drape, and hair dress and even the gloves have 

been used as a style motif for the modern woman of today. 

The two jewel motifs, the vogue of this period have been faith- 
fully reproduced. 


Below—The Second Empire jewelry suggested garnitures and 

decorations. Color and black contrast were very important. 

The use of miniatures, cameos and filigree were always in 
evidence. 
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For the first time in the history of the jewelry 
trade a style clinic conducted by Madame Hamilton 
Jeffries, Fashion Editor of The Jewelers’ Circular, 
was held at the A. N. R. J. A. Convention in 
Detroit. 

The necessity of co-ordinating jewelry into the 
adopted style trend was proved to be one of great 
importance, offering a new selling stimulus to the 
trade. 

With a knowledge of fashion, gathered from 
every possible source Madame Hamilton Jeffries, 
with charts and color swatches of materials pre- 
sented the definite style picture for the coming six 
months and emphasized the importance with which 
jewelry would be accepted as a necessary part of 
the style ensemble of the well-dressed woman. 








A\though the “Eugenie” influence 
is fast passing, many of the lines and effects from that 
period have been adopted as a motif. The style trend is 
now swinging toward the 1890 and ’93 type of costume 
with the development in the direction of the wrap- 
around skirt, the pan cake sailor hat and the leg-of- 
mutton sleeve. The jewelry influence of the Second Em- 
pire is very noticeable in this season’s creations. The 
newer expressions can be traced directly to original de- 
signs of that period. Because of the very vital interest 
in period adornment the jeweler has a new and dramatic 
background against which to display his craftsmanship. 

These last few seasons women have accepted color and 
color combinations first because color has been coordi- 
nated and secondly because all color has been tuned to 
fashion. Designers have worked so closely to fabric manu- 
facturers that the base fashion or the material or fabric 
is created so as to lend itself to the fashion design of the 
finished article. . 

No new or big sweeping fashion such as the Second 
Empire revival affects one industry alone. Instead its 
influence reaches all industries associated with style. 

A year ago jewelers started to work on Second Empire 
and Victorian themes, having copies of antique prints, 
colors and details. 

The impertant trend for the jeweler to watch in 
fashion is first the silhouette, including the hat; second, 
the skirt lengths and most important is the shape and 
character of the neck-line. 

Neck-lines this season are copies of the Second Empire 
themes and are becoming so modified and refashioned that 
only the bare theme of the original design remains. 

Styles and fashions are presented and agreed upon by 
the Parisian designers after manufacturers of woolens and 
silks have worked a year ahead with full cooperation. of 
dress and millinery houses regarding a plan of merchan- 
dising fashion to the best advantage of the cooperating 
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NEW STIMULUS TO TRADE 


By 
MADAME 
HAMILTON 
JEFFRIES 


group. For example a certain famous woolen house places 
three or four of its confined and special weaves into the 
hands of certain dress houses and with creators and de- 
signers in famous establishments. Agreements on the 
exploiting of these fabrics are reached long before the 
garment is introduced to the public. Even when the gar- 
ment is presented to foreign buyers it is yet in the trial 
stage. It may be rejected and it may go over, that is the 
chance the house of original models takes. 

With jewelry it is not so difficult . . . the background 
is established and the stage is all ready for the final orna- 
ment. Hence a full knowledge of the costumes which 
are accepted by the American buyer is essential for the 
small retailer as well as the boulevard merchant. 


Evey retailer knows that pearls 
and diamonds are sure to stage a big revival because of 
the vogue for velvet and the new lustre trims on cos- 
tumes, as well as the reintroducing of lace and feminine 
trims. 

Carnelian will be the accent for the rust brown, green 
and semi-dressy brown tailored clothes, which are so 
fashionable this season. 

Dulled silver and gold and coppery finishes will have 
an acceptance with the knitted sweater suits for sports 
and spectator wear. Woolens which are reintroduced into 
day-time dresses in diagonals and vertical weaves call for 
coin and discs in metals. Slavish and Oriental themes in 
bangles, reflect the Fr -:h Colonial themes. 

Cats-eyes and tiger-eyes for those who may buy them 
are very smart with tweeds and mannish suitings. 

Emeralds and jades fashioned on link chains and re- 
fined interpretations of studs are being worn for after- 
noon as well as day-time, and the introduction of period 
jewelry in onyx and gold as well as the use of enamels 
as settings for pearls are some of the things we shall see 
more of, as the season progresses. 

Artillery finishes on metals of the bronze cast are re- 
ceiving marked attention by the smart woman and are due 
for a refined vogue as are the red and yellow gold combi- 
nations. 

Diamonds are being worn in combination with other 

~ stones as well as by themselves. The position of the 
diamond is paramount at this time. This season the eve- 
ning mode calls for the richest and most gorgeous jewels; 
bracelets, necklaces and rings and sumptuous interpre- 
tations of the Second Empire modes demand the wearing 
of fine and elegant jewels including the emerald, and the 
wearing of rubies as an accent for the all-white evening 
dress and coat. 
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Above—Presenting the jeweled and decorated bodice, full arm- 

hole of the sleeve and uses of the angular hat. Observe the 

woman of today in the interpreted spirit of the clothing and 
jewels of the period costume. 


Below—Presenting floral motifs, antique finishes and geometri- 

cal sequences which give an impressive appearance to Renais- 

sance jewelry of color against contrast. Of special importance 

was the study of proportion as to arrangement of design, for 
providing a perfectly fitting necklace. 



































WM. GIBSON 


His address, describing in detail the credit methods 

and systems of Cole & Young Co., jewelers, Chi- 

cago, which increased its business last year five 

hundred percent, gave to the A.N.R.J.A. conven- 

tion, held in Detroit, one of its most brilliant and 
helpful discourses. 
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By 
WM. GIBSON 


Secretary- Treasurer, 
Cole & Young Company 
Chicago 


I, giving you a talk 
on the selling of jewelry en credit, I should like to lay 
down three fundamental principles, that, in my opinion, 
unless they are pretty strictly adhered to, will spell dis- 
aster. 

Sell only first class merchandise, and at a reasonable 
price. 

Do considerable, consistent intelligent advertising. 

Equip your credit department so that it will reflect 
credit to the rest of your establishment. 

I wonder if most of you have thought out the great 
difference between the two distinct types of credit jewel- 
ers in this country. The one group, recruited mostly from 
the old time cash jeweler, operates, for the most part on 
a sound but perhaps, too conservative policy. The other 
group, the “borax’’ dealers, came over into the jewelry 
business from many other sources, and, as a rule were not 
practical men, as we understand it. They arrived during 
the war, and after, when business seemed to have a chance 
of succeeding, even on a dishonest basis. 

Most of the successful jewelers in this country were 
started in a small way, and took half a life time to build, 
always with the one ambition in mind, of one day owning 
the finest jewelry store in town. They did not bother so 
much about whether the stock would turn over, or the 
fixtures were too valuable for the size of their business. 
Or even if they would be able to make 6 per cent on the’r 
investments. These men were always held in high esteem 
in their towns and their stores were considered respon- 
sible places in which to trade. 

Contrast this with the “gyp” boys, who started at the 
top, with the finest of salons and palaces, wonderfully 
lighted up, and fitted up, and playing on the public’s 
faith in fine looking jewelry stores. Of course if a dis- 
criminating eye looked the stock over, the observer would 
have noticed a vast difference from the quality carried by 
the old timers. But, as long as the public was ignorant, 
“let em have both barrels.” 

However they overlooked a bet. I cannot conceive how 
any one can be so ignorant that he couldn’t tell when the 
gold wore off a piece of jewelry, or that a cheap watch 
didn’t keep any kind of time. 

So I say, sell only first class merchandise, and by this 
I mean a considerable amount too of nationally adver- 
tised merchandise. Particularly of the fine old American 
watch, clock and silverware companies. And at the cash 
price, without a carrying charge. This will carry more 
confidence than all the special, or half price bargains you 
can crowd into an advertisement. 

Now for my second fundamental—Advertising. 

To begin with it is my firm opinion that the old time 
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SAFE CREDIT BUSINESS 


cash jeweler cannot succeed in the credit business, unless 
he does considerable advertising. If he has been in busi- 
ness a long time he will have the prejudice of his repu- 
tation for being a cash operator to live down. 

When we decided to give credit in 1924 we also decided 
to appropriate a certain per cent of our receipts, and made 
it 3 per cent. This was budgeted, we put about 65 per 
cent of it the first year into newspapers. The rest was 
divided into our mailing list, which was only about 800, 
a few bill boards, and the street cars in our end of the 
town. This ratio was kept up for the entire year, and we 
then found that we had only done 12 per cent credit 
business and 88 per cent cash. While our advertising was 
only 3 per cent of our entire receipts, it was nevertheless 
25 per cent of the time business done, and that was all 
we advertised. I was considerably disgusted with the 
result. 

The second year we decided to raise the appropriation 
to 5 per cent and by now our mailing list was up to about 
2500. This year showed 22 per cent credit business. The 
third year we again raised the appropriation to 7 per cent 
and did 35 per cent credit sales. We then raised it to 
7% per cent for three consecutive years and did 48 per 
cent—63 per cent and 71 per cent respectively. By this 
time our mailing list had risen to 12,000 and our budget 
stands at 25 per cent for newspapers, 60 per cent for 
direct mail, 12 per cent for advertising man, and 3 per 
cent for charity, or program ads. 

If you had every potential customer in town and your 
district on your mailing list you would need no news- 
paper space at all, but as you haven’t, stick to the papers, 
in a varying degree until you have. Select the best paper, 
and never let your ads lapse a single week in the year. 
This means that the week after Christmas is just as im- 
portant to keep at it as before. It’s the everlasting pound- 
ing that counts. 








Mr. Gibson, recognized as possessing one of the 
keenest minds in the jewelry field, is doing a digni- 
fied successful credit business. He points to the 
path of profit for the cash jeweler through the in- 
troduction of a credit department. 


The complete plan and its operation, with each 
step fully explained, makes this article one of tre- 
mendous interest to every jeweler. 








We issue a circular every month. Also a post card 
featuring one item. We sent out many other forms of 
letters, such as one advising all new names we get in the 
store that they have been placed on our preferred credit 
list, enclosing a credit card—Letters thanking them for 
purchases, and assuring them we are more than anxious 
to see that they have perfect service and satisfaction. 
Letters thanking them for paying up an account and en- 
closing a first class rating card. Letters to all our optical 
customers at the end of one year, two years, and three 
years. Letters offering our adjusting and testing service 
free, and suggesting new glasses, or an extra pair for 
style or different work. 

Never buy or use other than your own lists of names. 
You will find that if you use every customer’s name as 
well as repair names that your list will grow to satis- 
factory results. Ten per cent of your population on your 
mailing list is a good average. 

One can hardly stress the advertising too strongly. Do 
not try to write your own ads unless you have had plenty 
of practice. Stick pretty close to cuts and prices of 

(Turn to page 99) 



















































































COLE & YOUNG CO. JEWELERS 
Name PHONE AGE 
ADDRESS. Apt. How LOonsG. 
Previous ADDRESS. How Lons. MarrieD. 
The application card, EmpLoven By Occuranion No. 
(also back of ledger Avonsss Puone 
card) contains all per- —— sees pages 
tinent information re- prinonnceigl ee 
quired in granting the sities sails sneeen 
customer credit. Inti- Wire's NAME Expoven By 
mate questions not or- Own Auto. Make LICENSE NUMBER Any Mr. 
dinarily asked serve as Memocr oF Looces. 
an invaluable aid if NAME AND ADDRESS FATHER ANO MOTHER 
the customer attempts an ae | panes mst 
payment evasion. pee | 
ADDRESS | 
NAme 
ADDRESS 
RECIPIENT. AopRESS. PHONE. 
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We Must Be Ready 


ITH the opening of Con- 
gress, we must expect legis- 
lation that will result in 


additional or largely increasea taxes ; 
for revenues have to be raised. The 
business world and particularly the 
jewelry industry, must be “on its 
toes” to protect itself from discrimin- 
atory laws which will try to distri- 
bute this burden unjustly or put too 
large a load proportionately on indus- 
try generally or on particular indus- 
tries that cannot stand it. There is 
little doubt that we will have to face 
consideration by the national legis- 
lature of a sales tax and it is not 
improbable that attempts may be 
made even to re-enact special luxury 
taxes. 

For this reason, the business organ- 
izations of our industry, local, dis- 
trict, State and national, must be kept 
at the highest point of efficiency. 
Should we be called upon to take ac- 
tion in our own behalf or express our 
views, we must be able to meet Con- 
gress with a single voice, by a com- 
mittee speaking for the entire indus- 
try and its interests, whose action 
will be backed up whole-heartedly by 
the manufacturers and distributors in 
every section of the land. 


Convention By-Products 


HE great convention of the 
retail jewelers which ended 
at Detroit, Sept. 8, is now a 
matter of history but the work done, 
the addresses made and the discus- 
sions of important questions of trade 
interest there will long continue to 
have an effect upon the development 
not only of the industry but of the 
individual jeweler. Only one who 
was in attendance throughout the en- 
tire convention and heard all the ad- 
dresses can get an adequate idea of 
what it meant to the merchant who 
attended with an open mind for the 
purpose of developing himself as a 
man and a merchandiser. 
However a few by-products of the 
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conventions are touched upon fairly 
fully in the issue of the JEWELERS 
CIRCULAR, among others, the im- 
portant address on “Advertising” 
prepared for the meeting by I. J. C. 
Holland which appears on pages 62- 
63, the suggestions in regard to 
handling the credit jewelry business 
by William Gibson is touched on in 
pages 66 and 67, the illuminating 
address on ‘““Man-Made Gems” and 
how to tell them from the Genuine” 


by Professor Wade published on 


rT PLUS Signs 7 


+ + + A DISPATCH TO THE 
NEW YORK TIMES from Amster- 
dam. Sept. 8, states that the inter- 
nationally known diamond works of 
Asscher, will reopen in a few days, 
employing about 300 men. At full 
capacity the plant employs about 
700. The tendency to buy diamonds 
for investment is responsible for the 
revival of trade which has induced 
him to reopen his plant, according 
to A. Asscher, head of the firm. 


+ + + SALES OF CHRISTMAS 
GIFT SETS are running 80 per cent 
ahead of last year, the Pequot Mills 
report. Production has been doubled 
on this line, with the Danvers 
bleachery working 750 employees 
on a full time basis. 


+ + + DIRECTORS OF SHEAF- 
FER PEN CO., recently declared an 
extra dividend of 50 cents on the 
common in addition to the regular 
semi-annual dividend of $1. 


+ + + STANDARD BRANDS 
INC. is erecting new buildings in 
Montreal and Kansas City, and in- 
creasing leased quarter space from 
50 to 100 per cent in Dallas, Rich- 
mond, Canton, Sacramento, New 
Brunswick, Stapleton, and New 
Haven. 


+ + + TAX COMMISSIONER 
LONG OF MASSACHUSETTS an- 
nounced this week that more tax- 
able gasoline was sold in the State 
in August than in August of 1929. 
The State collected taxes on 61,- 
429,406 gallons last month, in con- 
trast to 54,757,736 in the same 
month of 1929. 


+ + + BASED on ESTIMATED 
RECORD SALES of $54,000,000 in 
the fiscal year ending September 
30, Walgreen Company will prob- 
ably report net profit of at least 
$1,800,000, equal to $1.75 a share. 
For the nine months ended Sept. 








able) earnings were $1.55. 








30, 1930 (12 mo. figures not avail- ’ 
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pages 72 and 73, the information 
given at the Jewelry Style Clinic by 
Madame Hamilton Jeffries on pages 
64 and 65, not to speak of the many 
references to other addresses in the 
accounts in other parts of this num- 
ber. 

These are but spots taken from the 
conglomerate picture presented to the 
visitor which will serve as a criterion 
of what the serious minded jeweler 
can obtain from gatherings of this 


kind. 


Time to Buy RIGHT 


HE upturn in business which 
the jeweler has felt in the 
past month is in large part 
seasonable but to a small extent may 
also be considered a reflection of ‘the 
slight improvement in business con- 
ditions generally as well as_ the 
change in the economic situation. 
The fact that some industries, such 
as shoes and textiles have shown a 
marked revival in business cannot 
help but have a good effect generally 
inasmuch as profits made by the 
dealers therein and the increased em- 
ployment in the factories help to im- 
prove the buying power of the pub- 
lic. 

It is to be expected that the retail 
jewelry business will show an _ in- 
creased improvement from now on 
through December but how great 
that improvement will be is still a 
matter of doubt. But whether it be 
large or small, the increased business 
will require the carrying of larger 
and much better selected stocks than 
have been shown by our jewelers 
generally in the last six months. 

Today is a day when the ability 
of the buyer will count much, in the 
success of the retailer; that is, his 
ability to buy what his customers de- 
sire and will take off his hands. 

This ability will not be shown in 
the man who gets goods for the low- 
est price, but by the man who gets 
the greatest value for the money ex- 
pended, the value being determined 
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by quality, quantity and desirability 
of the merchandise. 

The retailer who spoils his reputa- 
tion with his customers by handling 
goods of a poor quality simply ’’to 
get down to a price” will find when 
business does resume, he is in the 
position of the man who killed the 
goose to get the golden egg. 


Why Diamond Stocks 
Are Low 


T is generally known that the gem 
| stocks of the retail jewelers, par- 
ticularly of the finer goods, are 
lower at present than they have been 
within the memory of the oldest man 
in the industry. Diamond stocks 
especially are low to the point 
where there is practically no selec- 
tion to be had either in the hands 
of the wholesaler, importer or cut- 
ter. That this condition should ex- 
ist is easily realized by any one who 
has studied the importations of the 
past few years compared with the 
normal consumption of diamonds by 
the public. 

As one well known importer stated 
last week, the proposition is simple if 
we start to analyze the statistics we 
have on hand. Our new census 
figures for jewelry sales for 1929 
would indicate that the retail value 
of the diamonds sold in that year 
was at least $134,250,000. This is 25 
per cent of the total sales reported by 
jewelers—a very conservative figure 
when it is considered that the survey 
of the retail jewelry trade indicated 
that the diamonds and precious stones 
were over 21 per cent of the sales 
without figuring the incidental gems 
in jewels and jewelled watches. 

Taking as an outside figure, (he 
said,) a mark-up of 100 per cent 
. on all these jewels, the import value 
of the gems sold in 1929 was approxi- 
mately $67,000,000, and deducting 
$7,000,000 for other gems will leave 
the sale of diamonds at about $60,- 
000,000 at import prices. 

Now to replace these 1929 sales 

(Turn to page 147) 
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A Fable—and a Fact 


NCE upon a time there was a man with a house of three rooms. 
() But they were all in bad condition—in no way up-to-date and 
with many leaks that would spoil their utility. 

The owner lamented because he had naught wherewith to put his 
house in order. 

One day a rich uncle, in an endeavor to help him out of his diffi- 
culties, deposited within his doors four large packages of valuable 
material; three to help stop the leaks and put in order each of the 
three rooms and one for use on the house itself. 

The owner on seeing the presents, smiled, but he looked at them 
long and doubtfully wondering how he could apply them to remedy 
his difficulty. And he pondered over the words of the note which the 
uncle left with the presents: “I have done my part, now you do yours.” 

Time passed on and the presents remained unopened and unap- 
plied. Meanwhile the house continued to decay until the material given 
for its rehabilitation became entirely inadequate for the job. 

* * * 


The jewelry trade’s rich Uncle Sam has presented it with three 
valuable surveys; covering the manufacturing, wholesale and retail 
branches of the business, which should help show us where each of 
the three branches are defective today and also help us stop the leaks. 
He has also presented statistics in the Distribution Census that should 
help put the house of our industry, as a whole, in order. 

This material will prove valuable only in proportion to the use 
that we are able to make of it. Uncle Sam has done his part. Will 
the jeweler do his, or will he be like the man in the fable and make 
no use of the presents he is receiving until the lapse of time has made 
them useless for their purpose? 
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THE HIGH COST 








Old Veteran in this story registers again, ad- 
monishing jewelers that business cannot be con- 
ducted without adequate stocks: “Stock records 
fail to point out the business walking by the door. 
That takes vision! Vision is the father of planning. 
But vision never built upon a foundation of starved 
stocks, excuses and white livered merchandising. 


“THERE IS NO PROFIT WHERE THERE IS 
NO RISK” 


“All commercial progress has been the result of 
taking risks, of anticipating a need for certain 
goods and of preparing beforehand to supply that 
demand when it comes.” 








dd 
Wat do you say, boys, 
let’s have a bedtime story'by the Old Vet.” 

“Sure! Come on, Old Vet, spin us a yarn!” 

Hearty applause by the members of the Jewelers’ Club 
smothered the Old Veteran’s feeble “Getting too late, 
isn’t it?” 

“Just one thing I’ve been thinking, boys,” the Old 
Veteran began in his leisurely fashion. ‘You've spent 
all evening talking about turnover, reducing stocks, re- 
stricting purchases and avoiding risks. 

“All excellent ideas—but you haven’t once mentioned 
the other side of the question, the danger, the high cost, 
of too low a stock. I remember once a certain jeweler 
was gradually turning over the active management of the 
business to his son. 

“Now this son had been thoroughly schooled in 
finance; he understood turnover; he realized the neces- 
sity of holding stock down and keeping capital active. 

“The stationery department was showing a poor turn- 
over, so he cut the stock down in proportion to the de- 
creased sales—which was strictly according to rules. A 
year went by and the rate of turnover was still unsatis- 
factory and sales were shrinking. 

“He finally told his father, ‘Dad, I am ready to drop 
the whole stationery department. No matter how care- 
ful I am about purchases, we always have more stock 
than our business warrants.’ 

“But his father only laughed. “Too late, Son,’ he said. 
‘I have been watching this stationery situation without 
saying anything, and while I was away last week I 
bought over a thousand dollars’ worth of stationery with- 
out saying a word to you—I knew you'd object. It will 
all be here next week.’ 

“The son promptly blew up. ‘But we don’t sell that 
much in a year!’ 

“ “How could you? Son, you can’t do business with- 
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By 
MURRAY 
FRENCH 


out stock. You have been forcing this stock lower and 
lower, driving away what trade we did have. 

‘* “Low stock does not make turnover; sales make turn- 
over. Right or wrong, I’ve bought the stationery; you've 
got to sell it. You’re in the swim now; let’s see some 
leg action!’ 

‘“‘And action there was! Necessity, you know, is the 
mother of a lot of things—thought, planning, advertising 
and selling enthusiasm. All of these things, combined 
with an adequate stock on the shelf, put that stationery 
department back on its feet. 

“Moral: You'll never learn to swim while backing 
away from the water!” 

The Old Veteran raised his hand for silence and went 
right on. 

“Story Number Two: When I was South last month 
a jeweler there confided to me. ‘I don’t dare say much 
about it, but I’ve been doing pretty well this year, con- 
sidering everything. Sales a little off, but not so bad.’ 

““*Why not tell the world about it?’ I asked. 

“ ‘Because I’d have to divulge my secret. I’d rather 
have my competitors starve their stocks down to hard 
times’ level and. bellyache about business while I steal 
their customers one by one because I have the goods. 

“*T think the smartest thing I can do is to keep a 
steady flow of customers in and out, which means a 
steady flow of stock in and out. Better risk a little over- 
stock of goods than continually drive customers away.’ 


4d 
Neral: You can’t be in the swim 


and not get your ankles wet. 

“Story Number Three. Said a traveling salesman: 
‘So you’re buying only cheap lodge emblems, no high- 
grade ones.’ 

“*You bet! Here’s my record showing the number 
I sold at each price last year. Too few good ones to 
fool with.’ 

“ “But you bought almost none last year.’ 

“*Why should I? The records show so few sales.’ 

“ ‘Well, for heaven’s sake, how do you expect to sell 
what you haven’t got?’ 

“ “But the records show .. . 

“The salesman never heard the rest. He had fainted. 

“Moral: You can’t catch fish if you won’t buy bait. 

“Stock records are history, nothing more. They list 
last year’s mistakes as well as its successes. Why try 


(Turn to page 123) 
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Diagram of Verneuil’s Appa- 
ratus and the “boule” it De- 
velops. 
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Fig. 1 








There is no subject more important to the dealer 
in gems than a knowledge of the history and char- 
acteristics of synthetic stones. Every jeweler 
should know what they are; how they are made and 
how they can be distinguished from the real gems. 

The following is the substance of an address 
which Prof. Wade prepared for the A. N. R. J. A. 
convention at Detroit which in large part is based 
on a recent article which the author wrote for 
the Journal of Chemical Education. Prof. 
Wade’s books on the “Diamond” and “Precious 
Stones” are well known to the jewelry trade and 
he has been a regular contributor on the subject to 
THE JEWELERS’ CIRCULAR for many years. His 
Detroit address was illustrated with stereopticon 
views, some of which are included in the illustra- 


tions herewith. 








Wat does the jewelry trade 


actually know obout the synthetic gem and the differ- 
ences between the synthetic and the natural gem, on the 
one hand, and the old reconstructed as well as the other 
form of imitations, on the other? To answer this, Prof. 
Wade was invited to take up the subject at the Detroit 
convention of the A. N. R. J. A. in an address in which 
he said in part: 

“For many, many years, man has sought to reproduce 
the beautiful gems of nature, and their work has been but 
partially successful. The knowledge of the true chem- 
ical composition of the sought-for gem was, of course, the 
first essential. It had been known for many years that 
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“MAN MADE’ 


Some Points on the History and Characteristics of Synthetic Stones 
That Every Jeweler Should Know 


diamonds were crystalized carbon and that rubies and 
sapphires were composed mainly of the oxide of alumi- 
num before any one succeeded in getting artificially even 
tiny crystals of these substances both have been done. 

“The necessity of getting the artificial material into 
clear, well-crystalized pieces of sufficient size to make 
worthwhile cut stones made difficulty for the early experi- 
menters in the production of man-made gems. 

“It may be said at once that no considerable progress 
has been made by artificial means of any diamonds of 
large enough size to have any commercial interest. It 
may be even said that since the very thorough experiments 
of Sir Charles Parsons, the prospect of making the dia- 
monds of commercial size seems more dubious than ever. 

“The only commercial successes have been had with the 
sapphires and with the spinels. As was said above, the 
sapphires (and also rubies) of nature consist mainly of 
alumina, Al.Os3, associated with traces of other metalic 
oxides. It is the latter substances which, in some way 
that is not as yet fully understood, determine the color of 
the stones. 

“Nearly all of the so-called ‘synthetic’ gems of com- 
merce are sapphires of one color or another, the only ex- 
ceptions today being the magnesium aluminates, or 
‘spinels,’ as the natural stones of this composition are 
called. 

“Fremy, a French chemist, came the nearest to suc- 
ceeding of all the early workers, and actually got some 
ruby crystals, which were cut and polished and mounted 
in jewelry. His report of his experiment was published 
in 1891. His largest ones weighed only about a third of 
a carat when uncut and about a sixth of a carat when 
polished, so they were of only very trifling value as 
precious stones (Fig. 3). His final work was done with 
the assistance of a young man named Verneuil. 

“Some dozen or more years after this Verneuil hit 
upon the new method and began preparing first rubies 
and later sapphires of various colors. His very ingenious 
method consists in melting prepared alumina (mixed with 
1 or 2 per cent of a suitable colorant such as chromium 
oxide for the ruby color) by causing the powder to be 
melted in order to pass with one of the gases through the 
flame of the blow-pipe, then to crystalize on a refractory 
support below (for the flame is directed vertically .down- 
ward) (Fig. 1). What happens is this: the first ma- 
terial to crystalize determines the orientation of the crys- 
tal, by forming a minute ‘seed’ crystal, and thereafter, if 
the conduct of the experiment is skillful, all the molten 
material that arrives from above lines up with the space 
lattice of the seed crystal, and the finished mass is a single 
crystal, although it usually resembles an inverted pear 
and appears upon superficial study to be a glassy mass 
(Fig 2). We have somewhat the same effect that we 
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By Frank B. Wade 


Fig. 3.—Artificial 
Rubies Made by 
Fremy. (Magnified 








have in an icicle, which is a crystal of water that grows 
down rather than up. The icicle, like the ruby ‘boule’ 
(as the French call it), is transparent, because it is a 
single crystal, not a mass of many smaller crystals. 
Verneuil placed his powdered raw material in a small 
‘hopper’ equipped with a mechanical tapper to sift the 
material down into the oxygen gas in a uniform and con- 
trollable manner. (See Fig. 1.) 

“Synthetic stones are cut and polished in the same 
manner as natural stones and have the same properties, so 
that it is not possible to distinguish them from natural 
rubies and sapphires by the usual tests, which serve to 
tell the various kinds of natural stones from each other. 
‘The color is sometimes very fine, the hardness is correct, 
the specific gravity closely similar to that of the natural 
stones, even the refractive index and double refraction are 
correct, and, to go the limit, an X-ray picture (Laue 
diagram) of the synthetic material is identical with that 
of the natural stone. 


Pew then may one 
tell whether or not he has a natural ruby or sapphire? 
This is not as difficult as it might seem, for the micro- 
structure of the artificial stones is seldom or never per- 
fect, and the structure of the natural stones also, in most 
cases, shows faults under a good magnifier. Fortunately, 
the two types of structure, or rather of failure in struc- 
‘ture, are quite dissimilar. Like the ‘reconstructed’ ruby, 
tthe synthetic one frequently has gas bubbles in it, and 
these bubbles are always round or rounding, while the 
natural stones have angular cavities when any are pres- 
ent (Fig. 4). Moreover, most natural rubies show at 
least traces of fine, straight, parallel, silky lines within 


Fig. 4—(Below) Characteristic Gas Bub- 
bles (Highly Magnified). Seen in a Syn- 
thetic Stone. 
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Fig. 5—(Above) The Orientation of In- 

clusions of Rutile in a Natural Burma Ruby. 

(Structure Such as This Is Never Seen in 
Synthetic Stones.) 
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50 Diameters. ) 





them and these lines cross other sets of similar lines at 
60 degree angles, there being three such sets of lines, 
since the ruby (and sapphire) belongs to the hexagonal 
system of crysals (Fig. 5). These lines may be seen best 
by allowing a strong light to cross the stone while the 
observer looks at right angles to the line of advance of 
the light with a good magnifier.” 

Gem dealers call the condition that we have been 
describing “silk,” because of the resemblance to the par- 
allel lining of a fine silk fabric. Synthetic stones have 
never been observed to have this texture. On the con- 
trary, they usually have, instead, a series of curved 
parallel lines which may be seen by similar tactics to 
those above described (Fig 6). It may be necessary in 
some cases to turn the cut stone very slowly from one 
position to another until a flashing glimpse of the internal 
structure is caught; but in some position, by a suitable 
light, one can usually detect this structural defect. It is 
perhaps due to extremely slight variations in color in suc- 
cessive layers as laid down on the usually rounding head 
of the growing boule, thus causing the curving, nearly 
parallel, striae that betray the artificial origin of the 
stone. 

Recently a new means of distinguishing synthetic gems 
from natural ones has been developed by the laboratories 

(Turn to page 95) 


Fig. 6.—(Below) Curved Parallel Striae in 
Synthetic: Stones. 


(These are never seen in natural stones.) 
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> MERCHANDISING 





Start October by 

advertising and 
displaying the OPAL 
—the birthstone of 
the month. The 
TOURMALINE is 
the alternate stone in 
the A. N. R. J. A. list. 
Build business 
around these gems 
during this month. 


Continue your 

BIRTHSTONE 
window display and 
include a _ neatly 
printed card giving 
some interesting facts 
about opals and 
tourmalines. Feature 
these gems in your 
advertising and send 
out a letter to pros- 
pective purchasers. 


Be ready with a 

week-end special 
sale of “shelf warm- 
ers.” Display attrac- 
tive offerings in your 
window displays and 
call attention to this 
event in your local 
advertising. Urge 
salespeople to make 
a special effort today. 





oe 
hm Mes Selling Aids 
y We aA 











5 October days are 
here. Use fall 
flowers and autumn 
leaves in making 
your store and win- 
dow displays more at- 
tractive. Start your 
October wedding 
sales campaign by 
displaying SILVER- 
WARE for the Octo- 
ber bride. 


Have a carefully 

prepared letter 
ready to mail out 
today, calling atten- 
tion to your October 
merchandise offer- 
ings. Center atten- 
tion on new stock 
and feature style ap- 
peal in your smart 
COSTUME JEW- 
ELRY. 


The opening of 

the opera season 
calls for FINE JEW- 
ELRY. Build sales 
around this fact by 
advertising gem set 
creations. Feature 
diamonds and other 
precious stones in 
your advertising ap- 
peal and plan ahead 
for this business. 


Make today 

“Clock Day” in 
your store. Advertise 
and display the latest 
ELECTRIC CLOCKS 
for up-to-date homes - 
and offices. Make 
this a special event 
in your merchandis- 
ing campaign for fall 
business. 





The autumn so- 

cial season offers 
an opportunity to 
feature your GIFT 
SECTION | stock. 
Bridge prizes are 
again in demand. 
Plan a special dis- 
play for today and 
advertise your store 
as headquarters. 


1 Are you mak- 

ing a bid for 
the fall trophy busi- 
ness? Football and 
other sports events 
offer the opportunity 
to sell silver cups and 
other merchandise. 
Make a special dis- 
play of TROPHIES 
today. 








1 Columbus Day. 
Use a picture 
of the landing of 
Columbus and minia- 
ture models of his 
ships in your win- 
dow displays. Fea- 
ture wrist and pocket 
WATCHES. and ad- 
vertise specials for 
today’s offerings in 
local newspapers. 








1 Do not neglect 
your chance to 
sell new WATCH 
ATTACHMENTS. A 
fine window display 
and attractive adver- 
tising will help to 
build this business. 
Suggest a sale when- 
ever the opportunity 
presents itself. 





| Set aside today 

to start a 
Christmas Lay Away 
Club. Advertise the 
advantages of making 
gift selections early. 
Tell the public that 
a deposit on any ar- 
ticle will hold it. 
Feature fine 


JEWELRY. 





1 5 Arrange to 

hold a mid- 
month sale _ today. 
Offer slow moving 
stock at reduced 
prices and advertise 
this event. Make a 
special effort by of- 
fering two articles at 
the price of one for a 
limited time. 





] Now that the 

social season 
has opened STA- 
TIONERY is in de- 
mand. Prepare a spe- 
cial window display 
for today Also show 
FOUNTAIN PENS 
and gold and silver 
PENCILS. Do not 


overcrowd the dis- 
play. 
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bride. 


list will help. 


17 Keep after the 
October wed- 
ding business by 
displaying and adver- 
tising HOME DECO- 
RATIVE PIECES, 
LEATHER GOODS 
and MESH BAGS as 
suitable gifts for the 
A special let- 
ter to your prospect 





1 Center atten- 

tion today on 
a vanity window dis- 
play. Fine PER- 
FUMES, vanity cases, 
compacts and other 
merchandise of this 
type will draw added 
sales if properly dis- 
played and _ adver- 
tised. The social sea- 
son creates a demand. 


20 Display table 

appointments 
for fall home enter- 
taining today Set a 
table in your window 
or store. See that it 
is properly arranged 
with fine CHINA, 
GLASSWARE and 
SILVER. Call public 
attention to this dis- 
play. 





ture 


autumn leaves. 


2 The hunting 

season means a 
demand for many re- 
quisites found in a 
jewelry store. Fea- 
STRAP 
WATCHES, COM- 
PASSES, VACUUM 
BOTTLES, and other 
accessories. Decorate 
your windows with 


2 Show men’s 

jewelry today. 
Prepare a_ special 
window display with 
dress-wear sets, gold 
knives, pens, pencils, 
cuff links, watches 
and attachments in- 
cluding chains, and 
other jewelry for 
men. Advertise this 
display. 


2 Keep the 

young people 
in mind in your ad- 
vertising and display 
appeals. College and 
high school students 
need WATCHES and 
other jewelry mer- 
chandise. Invite them 
to inspect your stock. 
Make today their 
day. 


, Plan for a 

week-end sale 
of odds and ends for 
today. Use price 
tables and offer some 
special bargains on 
new merchandise. 
Feature PEWTER 
and SILVERWARE 


in your window dis- 
plays. 








2 Announce the 

arrival of more 
new stock particular- 
ly adapted for the 


home. Keep the 
Christmas Club idea 
before the public. 


Show carefully selec- 
ted articles, including 
ELECTRICAL 
TABLE EQUIP- 
MENT for the home. 


2 Start advertis- 

ing and dis- 
playing Hallowe’en 
supplies today. Make 
your store headquar- 
ters for FAVORS and 
GIFTS for this merry 
frolic. Select suitable 
articles for window 
displays and for spe- 
cial tables. 


28 Prepare a Hal- 
lowe’en win- 
dew display for use 
during the remainder 
of this week. Black 
and orange are the 
colors. Use Hallo- 
ween symbols — 
paper Jack-O’-Lan- 
terns, witches, owls, 
black cats, etc. 





newspaper. 
merchandise 


and NOVELTIES. 





2 Be ready today 


with a sales 
building advertise- 
ment for your local 


Show 
appro- 
priate for Hallowe’en. 
GLASS CANDY and 
FLOWER CON- 
TAINERS, SILVER- 
WARE, CHINA, 





3 Center atten- 
tion on bridge 
prizes in anticipation 
of the social gather- 
ings tomorrow night. 
Send out a letter to 
your local mailing 
list calling attention 
to offerings for the 
Hallowe’en party. 
Also feature COS- 
TUME JEWELRY. 





3 Saturday the 
last selling day 
of the month. Make 
it a special sales day 
by offering JEWEL- 
RY, SILVERWARE, 
WATCHES and 
CLOCKS at attrac- 
tive prices. Re-ar- 
range your window 
displays keeping the 
Hallowe’en spirit. 
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IM TELLING YOU- 








FACT OUTRUNS FICTION 





To SOME NATIVES OF KOREA, THAT PENINSULAR 

COUNTRY ADJACENT TO NORTHERN CHINA THE 

LATEST STYLES IN WATCHES WOULD BE SO MUCH APPLE SAUCE 

ALL THEY REQUIRE TO TELL THE TIME IS-A HEMP ROPE. KNOTTED 

AT REGULAR INTERVALS, THE ROPE IS SET AFIRE AT THE 

ei ste Mpc rhe SLOW EVEN PACE MARKING OFF 
ND NIGHT. 

ILLUMINATED DIALS Too |! ——— 















“BY MIRIAM _S. LEWIS, 
hs “PNILADEL PENA, 








WEDDING BELLS— 





GOLDEN RINGS WERE GIVEN To EVERY WEDDING 
GUEST ATTENDING THE MARRIAGE CEREMONY OF 
GEORGE I oF ENGLAND. THE BILL HOWEVER 
WAS SETTLED ALONG WITH OTHER DEBTS, BY A 
SPECIAL GRANT FROM PARLIAMENT. IT }$ NOV 
REPORTED THAT SOME CATALOG HOUSE GOT THE 


oR , 
— BY MARTIA) M. SCHMOLL 
PHILADELPH/A. ’ 

















GEO. WASHINGTON KNEw HIS JACKASSES 


THE FOLLOWING INSCRIPTION IS ENGRAVED ON 
A STERLING SILVER CUP PRESENTED TO 
GEORGE WASHINGTON : “ PRESENTED TO 
GENERAL WASHINGTON BY THE AGRICULTURAL 
SOCIETY OF SOUTH CAROLINA AS A PREMIUM 
FOR RAISING THE LARGEST JACKASS —1(790" 
THE cuP 18 NOW ON EXHIBITION 





I—F WE CAN DEPEND UPON PLINY 





THE ANCIENT ROMANS WERE 
JUST CRAZY For OPALS (BIRTH STONE 
FOR SEPTEMBER), NONNIUS A ROMAN 
SENATOR, SAYS THE NOTED HISTORIAN, 
ENDURED OUTLAWRY AND EXILE AT THE 
HANDS OF MARCUS ANTONIUS RATHER THAN 
PAST WITH AN OPAL HE POSSESSED. 


— A GOLDEN OPPORTUNITY —— 
THE FiRST PIECE OF GOLD EVER 
DISCOVERER IN NORTH AMERICA 
WAS FOUND AT SUTTERS MILL, CAL, 
FER.1848 , BY JAMES W. MARSHALL. 


THE GOLD IS NOW REPOSING IN THE 
NATIONAL MUSEUM , WASHINGTON, DC. 








AT MOUNT VERNON 








Do You Know of any 
Unusual Facts of 

Interest about Jewels 
and Je welry ? 


IF $0, SEND THEM To 


Ue JEWELERS’ 
CIRCULAR 
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Rough black opal weighing 711 carats, one of the largest and most 
beautiful found at Lightning Ridge, New South Wales. 


October’s child in darkness oft may grope, 
The iridescent Opal bids it hope. 


The opal is the one gem possessing 
all hues of the rainbow or the spectrum. This gem of 
beautiful, illusive and alluring coloring, is today the 
recognized natal stone for October. But it has not always 
been so. In fact, up until the 18th and 19th centuries, 
the opal appeared in none of the ancient birthstone lists, 
practically all of which named the beryl as the stone 
which governs the child born in this month. The lists of 
the Jews, the Romans, the Arabians and the Poles used 
aquamarine or beryl, according to Dr. Kunz, but as the 
aquamarine is a variety of beryl, there is no significance in 
the alternate stone. The Russians and the Italians listed 
beryl alone. 

It was in the lists compiled in the 18th and 19th cen- 
turies, according to Kunz, that the change was made, 
some showing opal, some sapphire, and some both. Opal, 
it might be mentioned, appeared as the natal gem of no 
month in the ancient lists. 

When the A. N. R. J. A. committee prepared the 
present list for the American jewelers, about 20 years 
ago, the opal was so firmly established as the October 
stone that there was no question that it must be retained, 
and it was. But, in taking an alternate stone, the commit- 
tee reported tourmaline. Why they did not decide on aqua- 
marine, which had the authority of tradition, it would 
be interesting to know. Should a change be made in the 
future, the aquamarine should take the place of the pres- 
ent alternate stone, for there seems to be little or no 
authority for the tourmaline. 

The opal differs from most of the natal stones in that 
while crystaline in appearance it is not a crystal. It does 
not come in the form of a crystal, but in the rough ap- 
pears as an amorphous mass, the indications being that 
the mineral was once in a fluid condition. Consequently, 
there is a complete absence of cleavage. The mineral is 
brittle and particularly easily fractured when once 
broken. 


‘toms are many forms and 
kinds of opals that differ widely in color and appearance, 
but the composition of the opal, generally, averages about 
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ZODIACAL Sign—Scorpio (The Scorpion) 
Significance—Hope and Fidelity. 

Associated Flower—Maple Leaf, Cosmos, Rose. 
Especially suitable for rings and pendants. 


9 parts silica and one part water. ‘This, according to 
Bauer, is the composition of the precious opal of Hun- 
gary, but the fire opal of Mexico he gives as having 92 
per cent silica and 7.75 per cent water, and the milk opal 
of Silesia 98.75 per cent silica to about less than 1 per 
cent water. 

Opal has a hardness of from 5% to 6; that is to say, 
it is softer than quartz, so can be scratched by quartz, 
though it will scratch glass.. Its specific gravity lies be- 
tween 1.9 and 2.3, according to its chemical composition. 
It has a refractive index of 1.44 to 1.46, and its varieties 
run from those slightly translucent to others nearly trans- 
parent. 

Bauer gives analyses of six varieties of opals from dif- 
ferent localities which differ widely, and a volume could 
be written on the different varieties and colors and char- 
acteristics of the gems sold under this single name. Some 
of the names used in the trade which distinguish the 
opals are: “Oriental” “noble” and “precious” which are 
given to fine opals of Hungary and Queensland. 


HUNGARIAN OPALS 


The Hungarian opals are, as a general rule, trans- 
lucent, or at most semi-transparent. When seen by trans- 
mitted light, the stone seems reddish-yellow, but in re- 
flected light it is colorless with a milky cloudiness. Up 
until about 50 years ago, the mines of Northern Hungary 
supplied the bulk, if not all, these precious, or “noble,” 
opals. . They were often called “Oriental” opals, and, in 
fact, were sometimes taken to Constantinople, where they 
were distributed to Western Europe. 


BOULDER OPALS 


In the early 80’s, Hungary ceased to be a factor in 


. the production of fine opals, just about the time of the 


17 


first discovery of Boulder opals in Queensland, New 
South Wales. 


SANDSTONE OPALS 


Sandstone opal was discovered in West Queensland, 
and this bright, flashy, yellowish material obtained a 
ready market, according to a brochure on gems prepared 
by the American Gem & Pearl Co., which continues its 
descriptions of the different opals, as follows: 


WHITE CLIFF OPALS 


“White Cliffs fields, in New South Wales, were dis- 
covered in 1889 * * * ‘This celebrated field pro- 
duced gems equal in quality and color to the best of the 
old Hungarian stones, and upward of two and one-half 
millions of dollars of rough was obtained in the first ten 
years. Then the inevitable failure of opal production 

(Turn to page 81) 
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The Finest Collection of 


AT LIQUIDATION PRICES 


LIQUIDATING 


Fancy-shaped Diamonds in the United States at 


prices substantially below Current Market Quotations 
The Following Shapes in MATCHED PAIRS on Hand for Immediate Delivery 





























BAGUETTES PENTAGONS KEYSTONES 
1000 pairs .05 to .10|100 pairs 10 to 20/1 pair 23 SQUARES 
1000 10 “ 15| 52 “ 20“ 30/2 “ 38 
1000 “ 15 “ 20} 21 “ 30“ 45/1 “ 53 : 
1000 “ 20“ 25] 5 « 50/3 “ '57| Amy quantity of 
500“ 25“ 30| 2 «* 55/1“ 64 a 
500 “. 30“ 35/ 3. « 60/2 « (65 | matched pairs in all 
500“ 35 “ 40; 2 « 63/1 “ 72|. 
100 “ 40 “ 45] 1 « ‘65/3 ‘77| Sizes from 50 per 
100 “ 45“ 50/ 1 “ 68/1 “ 83 
50 “ 50“ 60| 1 « "5/1 “ '94| carat to one-half 
25 60 “ 65| 1 « 76/1 “ 85 
2“ 65“ | 2 « 8011 “ '37| carat each. Also 
1b“ 70“ 15| 1 « 81/1 “ 89 ; 
5 “« 995 « ‘gol 1 « '85(1 « '92 | Straight layouts for 
6 « 80 “ 85/ 2 « 90/1 “ 93 ; d 
4 “ 100 “200/ 1. « 96/1 “ 95| wedding rings and 
1 « 1.40}1 “ 1.12 
1 “ 218/1 “ 1.21 bracelets. 
1 “ 1.23 
HEXAGONS MARQUISE KITES CUT-CORNER 
100 pairs .10 to .20/500 pairs’ .10 to .20 | 50 pairs . 10 to .20 TRIANGLES 
45 20 “ 30/100 “ 20 25 | 25 20 30 
j 2“ 30 40] 50 “ 25 g0/20 « »*naa =” 2. 
if 10 “ 40 “ 45| 50 « 30°“ 35/20 “ 40 “ 50/52  « 30“ 40 
| 6 « 50| 20 “ 35 “ 40/10 “ 50“ 60|5r 40 * 50 
j 3 - 52 25 - 40 - .50 10 - .60 a .70 5 ‘“ "15 ‘“ 1.00 
| ; 55| 25 “ 50“ 60/5 “ 90“ 1.00) 5 « ‘a 
} 6 « 60/ 50 “ 60 “ 80/2 « 1.00 “ 1.25 
5 70| 50 “ 80 “100| 1 “ 1.88 
| 3 « 1.00! 8 “ 1.00 “ 1.50 ; 
| “ies 1.50 
| TRAPEZE HALF-MOONS TRIANGLES EPAULETS 
100 pairs .06 to .20 | 50 pairs 15 to .20| 150 pairs .08 to .20|10 pairs .40 to .50 
100“ 20 “ *30/50 20 “ 30| 75 “ 20 “ 30/30 “ 50 “ 175 
50“ 30 “ .40\50 “ 30 “ 40| 40 « 30“ 50; 5 “ 15 “ 1.50 
| 25 « 40 “ 50/25 “ 40 “ 50| 15 “ 50 “ .75 
| 122 “ 60 “ .75 9 “ 5 “100| 4 “* 75 “ 1.00 
5 75 “ 1.00 “ “ 150 
“ANSEN & CO.. Ine. 
Importers and Cutters of Diamonds 
| 580 FIFTH AVENUE 
New York, N. Y. 
See Opposite Page — mt 
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$300,000.00 ST OCK 


Of the Finest Collection of 
Fancy-shaped Diamonds in the United States at 


prices substantially below Current Market Quotations 


WE are offering thousands of carats of Baguettes, Mar- 
quises, Pentagons, Hexagons, Trapezes, Squares, Kites, Keystones, 


Cut-Corner Triangles, Lozenges, Epaulets, Half Moons and Triangles. 


| you are mounting anything for your Fall stock that 
will take any of the above mentioned shapes, then you cannot afford to 
miss this outstanding opportunity to pick your requirements from this, 
the finest collection of fancies that the market affords—at liquidation 
prices! 


In addition we are offering our collection of single 
stones in a range of sizes from one to twelve carats each. 


Tue quality and price range is such that we can meet 
every requirement. 


Come to Ansen & Company first—for fancies.. You will 


not have to seek elsewhere. 





ANSEN & CO.. Ine. 


Importers and Cutters of Diamonds 


980 FIFTH AVENUE 


New York, N. Y. 
— See Opposite Page 
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Opal —I he October Gem 


(From page 77) 


came, and at present the output is small and irregular 
and the field almost deserted. 


MEXICAN OPALS 


“Mexican opals are more translucent than Hungarian 
or Australian opals, and include the golden yellow, 
brownish red and fiery red fire opals, which have also 
been found in Honduras and the Faroe Islands. 

“These fire opals are sometimes facetted like diamonds 
and other transparent gems. 

“The producing opal mines of Mexico are in the State 
of Queretaro, and the stones found there are cut by 
native lapidaries in the towns of Queretaro and San Juan 
del Rio. 

“Some of these stones are cut with the matrix on the 
back, which greatly enhances the play of color, especially 
in the more transparent variety. 


UNITED STATES OPALS 


“Opal has been found in the United States, and some 
very fine specimens were found in Oregon, but in such 
limited quantities that mining operations on a substantial 
scale did not pay. 

“The latest discoveries of opal in this country occurred 
in Virgin Valley, Humboldt County, Nevada, where the 
material obtained is associated with petrified wood, and 
many of the specimens found are silicified or petrified 
limbs, twigs, bits of bark, etc. 

“This opal is mostly dark material, with flashes of 
peacock colors, and some of the specimen pieces are beau- 
tiful. 

“Nevada opal has a tendency to crack either while it 
is being cut or after the stone has left the lapidary’s 
hand. It is contended, however, that a process of grad- 
ual’ drying or seasoning before cutting the rough will 
eliminate this drawback.” 


BLACK OPALS 


Though opals held a strong place in the trade for many 
years, it was the discovery of the black opal that helped 
to place the stone among the most desirable of gems for 
use in jewelry. This notable discovery occurred about 
1902 at Lightning Ridge in Northern New South Wales 
in the village of Walgett, the first stones of this kind 
being found by some men who were digging post holes. 
But few stones were sold in the first three years, but 
after the first rough and cut stones were sent to Europe 
the demand for fine specimens became enormous and soon 
exceeded the supply. Walgett, the nearest settlement, 
was an outpost of civilization, where the railroad ended, 
Lightning Ridge being 60 miles further on in the “bush.” 


Though for a time the mining there became extensive, 


the mining has gradually diminished, as the supply has 


become exhausted. ‘The so-called black variety is scarce 
and appears to be confined to a small area. 
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HYDROPHANE 


Hydrophane is the name given to opals that have lost 
their color and brilliancy. It may be dirty white, yellow- 
ish, brownish, reddish or greenish in color, with little 
lustre and translucency. In most cases it is almost 
opaque. By the absorption of water it becomes almost 
perfectly transparent, and some specimens even acquire 
the play of colors characteristic of precious opal. The 
transparency in hydrophane acquired in this way is not 
permanent, however, and on drying, the stones becomes 
again cloudy and opaque, losing any color that it had. 


Wile not a natal stone 
in early days, opal has been known for centuries. It was 
considered a “lucky stone” of the Romans, and according 
to an Eastern legend the wearer of the stone “was beloved 
by God and man.” How it became associated with the 
idea of bad luck has never been made clear or explained. 
Some authorities trace the origin of the superstition asso- 
ciating ill luck with opals to the novel of Sir Walter 
Scott, “Anne of Geierstein,” in which the baleful in- 
fluence of the opal is emphasized, and plays a prominent 
part in the story. 

Dr. Farrington calls attention to the fact that it was 
stated that within a year of publication of the book the 
price of opals declined 50 per cent in the European mar- 
ket. Others attribute it to the fact that some opals dis- 
integrate, and there were times when dealers did not 
hesitate to doctor poor gems by keeping them in water or 
alcohol until sold, with the result that they lost their 
value directly after they were purchased. Still, others 
attribute it to some incidents in the folk lore of some of 
the European people. 


But even among those with whom superstition held 


sway, the opal was a “lucky stone” for the child born in 
October. 


One strange thing about the opal superstition it that 
it has not been taken by the public as applying to the 
black opals to anything like the extent it did with the 
older variety of these gems. 


A point about the opal which the public seems to be 
unaware of is that its wonderful coloring does not exist 
, within the stone itself, and is not due to colored minerals 
of any particular color strata or layer, but entirely to the 
reflection and refraction of light. As G. F. Herbert 
Smith puts it the mass is “riddled. with extremely thin 
cracks, which were subsequently filled with similar ma- 
terial of slightly different refractivity, and thus it con- 
sists of a series of films. At the surface of each film 
interference of light takes place . . . and the more evenly 
the films are spaced apart the more uniform is the color 
displayed, the actuai tint depending upon the thickness of 
the films traversed by the light giving rise to the 
phenomenon.” 
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ORTHWHILE WINDOWS 


By . 
POLLY PETTIT 





Wii you please suggest 
some window backgrounds appropriate for fall—some- 
thing that I can use up until the holiday season. What 
colors are best for this time of year and how may win- 
dows be garnished in harmony with these backgrounds? 
—V.L.C. 

Answer.—Fall flowers are still abundant in the month 
of October, and should be used as often as possible. 
Dahlias, chrysanthemums, zinnias and marigolds are es- 
pecially appropriate and hardy. Fall leaves, cattails and 
dried, long stem wheat may be combined with flowers to 
make a “harvest” bouquet suitable to the season. A 
silver bowl of fruit may also be garnished attractively 
with small sprigs of wheat. 


The fall colors are red, orange, yellow, brown and 
green—all strong colors, and it is more desirable to con- 
vey an impression of these colors in merchandise or inci- 
dental decoration than to change the background of your 
window. However, small, folding fire-place screens can 
be constructed without great expense and covered with 
material in any one of the fall colors to serve as a tem- 
porary background for silver display. 


Jewelry must depend for its fall suggestion upon some 
hint of the current fashion—jewelled combs for the 
longer hair, elaborate necklaces with the new mode in 
formal velvets, clip pins on fur scarfs, etc. Fall fashion 
information to tie up with your jewel display may be 
obtained from any one of the leading fashion magazines. 


‘Ve merchants in our community 
have gotten together and are planning to hold a style 
show in the local theatre this fall, showing their new 
fall lines in cooperation with each other. My store will 
supply the jewelry. After this show is over, I want to 
capitalize on the publicity by a supplementary promotion 
in my store. I would like to tie up with the style show 
with a window display, and perhaps have a model in my 
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AND HOW TO PLAN THEM 








October Suggestions 


The month of Weddings and Chrysanthemums! A few flowers, 
a wispy wedding veil and your finest silver make a window 
which every passerby will comprehend at once. Silver is the 
accepted gift for the bride. The “bride’s silver” is traditional. 
Capitalize on these preconceived ideas already fixed in the 
mind of the passerby. Windows may be gorgeous with fall 
colorings in leaves and flowers. 


Jewelry for the bride, the groom and attendants should be 
emphasized in October. The wedding ring may be shown to 
advantage laid on a white leather prayer book, together with a 
small cluster of orange blossoms. 

Do not neglect the attention-drawing value of a picture in your 
window as the keynote to your display. Inexpensive prints may 
be obtained (or borrowed) showing a wedding procession of 
another period, a fine cathedral or a bridal feast. All such 
subjects contribute appropriately to the sentiment attaching to 
weddings which in turn contributes to the purpose of your wed- 
ding windows. 

Tie in with the mounting interest in Football this month. Have 
you novelties and sport jewelry which will combine with college 
colors to suggest the popular gridiron?. And again do not 
neglect to use an appropriate picture if one is available. 








store on the sales floor for one week, displaying the jew- 
elry worn at the show. Can you suggest a window dis- 
play for this promotion? Also, in case it is impractical 
for me to have a model, will you suggest a counter dis- 
play which will link up with the style show ?—A. T. L. 


Answer.—The plan you outline for a style show in 
your community in which several merchants are cooper- 
ating is very forward-thinking, and I congratulate you. 
You should most certainly be able to capitalize on the 
publicity which the show will occasion. I would sug- 
gest the following: 


1. Show in your window a photographic en- 
largement of one or more of the models used— 
in the style show, announcing a special show- 
ing of jewels in your store. 


If you find it impractical to have a model 
for the purpose of showing your jewels, bor- 
row one or more mannequins, dressed in new 
fall styles and stage them, with proper light- 
ing effects, for the week’s showing. 


Counter displays during the week might con- 
sist of head and shoulder mannequins, silhou- 
etted against standing mirrors, showing jew- 
els in the hair, on the hat, or clipped to a 
neckline or scarf. 


Your salesman should be instructed beforehand on the 
new fall trend in dress and jewelry styles, and it would 
be entirely appropriate to advertise that you will serve 
tea between three and five o'clock. In this way you will 
have the advantage of showing not only your jewels but 
also your silver service. ‘This is a most dramatic form of 
advertising and one which is sure to attract attention and 
comment. 
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A.N.R. JA. Convention 


Twenty-sixth annual meeting at Detroit sees re-election 
of old officers—$50,000 Fighting Fund proposed to 
combat wholesale-retailing and other trade evils—Style 


Clinic, jewelry pageant and excellent addresses out- 


standing features 


Detroit, Micu., Sept. 18.—Edwin F. Lilley was re- 
elected president at the concluding session of the 26th 
annual convention of the American National Retail 
Jewelers’ Association held in the Grand Ball Roomi of 
the Book-Cadillac Hotel today. Other officers chosen 
were: Vice presidents, northeastern region, W. D. Mc- 
Neil, Utica, N. Y.; southeastern, T. H. McClure, 
Chattanooga, Tenn.; central, H. F. Stecher, Milwaukee ; 
northwestern, T. L. Combs, Omaha; southwestern, 
Myron Everts, Dallas; Pacific, A. R. Keene, Salem. 
Secretary, Chas. T. Evans, New York; treasurer, A. W. 
Anderson, Neenah, Wis. The only change is in the vice 
president for the southeastern region. 

This gathering of representative retail jewelers from 
all sections of the United States during the week of Sep- 
tember 13 probably was one of the most outstanding the 
organization has ever held. It is so designated because 
the delegates faced problems of vital importance. 


Although the economic upheaval was in the spotlight 
during the convention, many merchandising problems 
came in for discussion. Among the outstanding of these 
is that of so-called wholesale-retailing. So furiously 
aroused were the delegates over this that in less than 15 
minutes on Tuesday afternoon a “Fighting Fund” of 
more than $1,400 was raised, largely in cash contributions. 
This fund is just a starter, and will be augmented during 
the months that are to follow. Insurance and price cut- 
ting also came in for their full share of discussion. 


While the general attendance was less than expected, 
the interest in, and the determination to fight to a finish 
every besetting menace of the retail jewelry business, 
seems to have instilled new life into the organization. 


The Officers’ Conference 


While the official convention session did not start until 
Monday evening, the day was given over to an officers’ 
conference which started at 10 a. m. and was concluded 
at 4 p. m. 

A. C. Hentschel, Milwaukee, president of the Wis- 
consin Retail Jewelers’ Association, started. the session by 
discussing “Organization-Cooperation-Loyalty.” 

E. J. Palm, Austin, Tex., secretary of the Texas- 
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Edwin F. Lilley, re-elected 
president 


Louisiana Retail Jewelers’ Association, in a talk on “My 
Idea of What a State Convention Should Be,” made 
some excellent suggestions. 

Don H. Johnston, Middletown, Conn., president of 
the Connecticut Retail Jewelers’ Association, discussed 
“The Possibilities of Association Work” as viewed by a 
man whose previous training and experience brought him 
in contact with the retail jeweler. 

E. Lathrop Sunderlin, Rochester, N. Y., secretary of 
the New York State Retai! Jewelers’ Association, dis- 
cussed “Means and Methods Employed to Obtain and 
Retain Desirable Members’ Support.” His advice was: 

First: Look up your prospect and communicate with 
him. 

Second: Follow up with a personal call with some 
other member of your organization, preferably an officer 
of the organization and close the deal. 

William G. Frasier, Durham, N. C., immediate past 
president of the A. N. R. J. A. and now secretary of 
the North Carolina Retail Jewelers’ Association, covered 
his 10 years’ experience as secretary and what it has 
taught him. 

Tinley L. Combs, president of the Nebraska Retail 
Jewelers’ Association, discussed “Functions of a State 
Association.” 


Ben Stocker, Detroit, president of the Michigan Retail 
Jewelers’ Association, told how strong local organiza- 
tions meeting regularly are adjuncts of a progressive 
state association. 

Lawrence Holzman, Atlanta, Ga., president of the 
Georgia Retail Jewelers’ Association, showed the de- 
sirability of a nation-wide campaign for membership to 
begin at once. 


J. Judson Jones, Oklahoma City, past president of the 
Oklahoma Retail Jewelers’ Association, in a short talk 
showed how Oklahoma built up a strong state body. 


C. H. Hay, retail jeweler from Coshocton, Ohio, 
with the use of a telephone and a table, dramatized a 
sales conversation. 


An interesting talk also was made by Emi! R. Brun- 


ner, secretary of the New Jersey Retail Jewelers’ Asso- 
ciation. 
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The Convention Opens 


The Grand Ball Room was the scene of the open- 
ing session on Monday night. President Lilley presided. 
Addresses of welcome were made by Mayor Frank Mur- 
phy of Detroit; J. Lee Barrett, executive vice-president 
of the Detroit Convention and Tourists’ Bureau; Ben 
Stocker, president of the Michigan association, and by 
Paul C. Sinz, president of the Greater Detroit Retail 
Jewelers’ Association. Myron Everts, Dallas, Tex., re- 
sponded. 

Then came the address of President Lilley. He spoke 
on overhead and turnover, wholesale retailing, mislead- 
ing and fraudulent advertising, burglary and holdup in- 
surance, the style clinic, style show, and other topics, and 
made a number of recommendations. Among his sugges- 
tions was one that a fund be raised to continue the work 
of fighting wholesale-retailing and fraudulent advertis- 
ing. He suggested appointment of a committee to con- 
sider overhead and turnover and one to act with the 
U. S. Chamber of Commerce. 

President Lilley’s address was followed by reports of 
regional vice-presidents, and the remainder of the session 
was devoted to reports from Secretary Evans and the 
state associations. 


Tuesday 


At the Tuesday morning breakfast conference P. J. 
Coffey, president of the National Jewelers’ Publicity As- 
sociation, spoke on “Silver.” ‘The convention session 
listened to a number of addresses. Philip P. Gott, man- 
ager of the Trade Association Department, U. S. Cham- 
ber of Commerce, Washington, D. C., gave an interest- 
ing talk on “Trade Associations—a Public and Business 
Benefactor,” in which he traced the history of organized 
trade effort, described what the trade association is and 
why they are needed. In conclusion he said: 

“The trade association has very definite opportunities 
and responsibilities in our present economic situation. Ef- 
fectively organized, adequately financed and efficiently 
managed, the trade association is of invaluable aid to in- 
dustry in eliminating wastes, in promoting sound business 
practices, in preserving our economic philosophy and our 
democracy. It is an agency vested with public interest 
and profitable business.” 

“The Retail Jewelry Questionnaire Survey” was the 
topic discussed by H. C. Dunn, Chief, Merchandising 
Research Division, U. S. Department of Commerce. He 
told how the survey was made, and said that for the 
benefit of the retail jewelry trade a plan has been sug- 
gested for studying the report in a most effective. man- 
ner. He then outlined this plan. It is proposed that 
various groups undertake to study specific subjects in a 
series of meetings at which individual members will pre- 
sent discussions of sub-subjects related to the major topics. 
These meetings can be conducted in various sub-districts, 
concurrently, if found desirable, with a presentation made 
at a meeting of all districts or at annual or semi-annual 
conventions by selected speakers from all the sub-districts. 
The plan lends itself to adaptation to state associations 
or to the national association as a whole. The suggested 
plan includes the discussion of topics at four meetings, 
the topics for the first three being “Net Profit,” “Over- 
head” and “Costs of Credit.” At the fourth a more gen- 
eral meeting the topic “Better Retail Practices” is sug- 
gested. 
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A “Fighting Fund” to combat wholesale-retailing 
was launched at the Tuesday afternoon meeting of 
the American National Retail Jewelers’ Association 
and was one of the outstanding events of the con- 
vention. In 15 minutes, more than $1,400 was 
raised and much of the money was passed up to the 
desk in cash. This amount will be augmented after 
the delegates reach their home sections in various 
parts of the country. The resolutions adopted on 
Friday approved of the plan and suggested that 
not less than $50,000 be collected to fight this and 
other trade evils. 

The wholesale-retail problem received stinging 
blows all through the convention and particularly 
on Tuesday afternoon when it came so prominently 
before the assembled delegates. 








H. L. Carpenter, president of the Albert Walker Co., 
Providence, R. I., chose as his subject “The Improved 
Essex.’ The address was one of Mr. Carpenter’s typical 
sparkling speeches. 

The Tuesday afternoon session opened with an address 
on “The New Relation Between Wholesaler and Re- 
tailer,” by Jacob Engel, Baltimore, president of the Na- 
tional Wholesale Jewelers’ Association. 

He pointed out that the jewelery industry, like all 
others, has felt the pinch during the past year, and that 
it is face to face with facts which must be fearlessly faced 
if “we are to conduct a successful industry.” He lists 
among these facts: 

First of all, loose credits. 

An improper, ineffective, wasteful system of 
distribution. 

Price cutting, which, of course, brings about 
an elimination of profit. 

A lowering of the standard of merchandise. 

“Ts there a cure? Then, what is it?” he asked, and 
answered by saying that the proposed Inter-Trade Coun- 
cil is a step in the right direction. 

“Tt may not be able to perform any miracle, but it can 
at least try to discover a cure for some of those evils 
which have existed so long in our industry. It will show 
that the trade is united and marching forward in the 
right direction. It may not cure everything and it may 
not even eliminate the retailing wholesaler, but it may 
compel retailers to be known as retailers and not as sup- 
posedly wholesalers, sailing under false colors,” he de- 
clared in part. 

Felix H. Levy,New York, counsel for the A.N.R.J.A., 
opened an intense bombardment on economic conditions 
and causes that have led up to them, in a 40-minute 
address that started at 2:30 p. m. 

Mr. Levy struck hard at the causes that have led up 
to our present economic stress. He declared it was not 
the stock market collapse that caused the trouble. That 
was simply the bursting bubble. The actual cause or 
causes were extravagant living, buying beyond one’s 
means, immorality and a turning away from teachings of 
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the Bible; night life and everything else that turned the 
mind from right thinking and living. 

It was following Mr. Levy’s address that the dele- 
gates launched their “fighting fund.” 

The concluding address of the afternoon was on “Man 
Made Gems,” by Prof. Frank B. Wade, of the Short- 
ridge High School, Indianapolis. It will be found on 
pages 72 and 73 of this issue. 


Wednesday 


The two breakfast conferences held on Tuesday and 
Wednesday morning at which P. J. Coffey, president of 
the National Jewelers’ Publicity Association, was the 
speaker, were of sufficient interest to attract a large at- 
tendance at both meetings, called at the early hour of 
eight o'clock. The Wednesday morning address was on 
“Watches”. The third conference was cancelled due to 
the illness of Mr. Coffey. 

At the Wednesday morning session the report of the 
Silver Committee was received. It was followed with 
an address on “Planning the Future,” by E. C. Mayo, 
president of the Gorham Mfg. Co., Providence, R. I. 
This address appears in part on page 93. 


The Style Clinic 


Madam Hamilton Jeffries, Fashion Editor of THE 
JEWELERS’ CircuULAR, a New York Stylist, conducted a 
jewelry clinic from 11 a. m. to 12 m. and it was a clinic 
in fact as well as name. It showed up many lame spots in 
the business as conducted today. 

She showed the jewelers the value of watching the 
trend of fashions, how to harmonize jewelry with fabrics 
and colors, how to display merchandise so as to appeal 
to the woman’s taste, and also proved the advantages of 
cooperation and organization in putting across and mak- 
ing popular particular styles of jewelry merchandise. 

President Lilley took up Madam Jeffries’ theme and 
urged the retailers go the limit in exploiting their mer- 
chandise and business. 

The afternoon session opened with an address by G. H. 
Niemeyer, vice-president of Handy & Harman, New 
York. His theme was, “Stop, Look, Listen!” He said 
in part: 

“One of the hardest things for most people to do is to 
face facts; and it is harder still for them to do anything 
about it if what those facts disclose is unpleasant. In 
common with many in other fields, there are retailers, 
wholesalers and manufacturers in the jewelry business 
today who must stop, look and listen. ‘They haven’t done 
a thing about liquidating. They are carrying on in the 
same old way, hoping that business will come back soon 
—but it hasn’t come back yet, and probably won’t ever 
come back for some of them. In the meantime, their 
capital is tied up in frozen stocks, or is gradually being 
dissipated by overhead and operating expenses. 

“We have got to get rid of our high-cost merchandise, 
and every executive in the jewelry business today must 
realize this. If he is not operating profitably and cannot 
liquidate his indebtedness in a reasonable length of time, 
he should take drastic steps to reduce his stock and his 
expenses. 

“Bargaining for terms in our industry has been a very 
popular pastime. We have been going from bad to 
worse... . 

“In my opinion, the future growth of our industry 
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depends upon our ability to interest the middle class, 
the group which represents the greatest buying power in 
our country... . 

“It has been my contention that we have seriously im- 
paired the good-will of our market by creating doubt as 
to relative standards of worth of our merchandise. This 
is very dangerous, to my mind. We traded on the 
precious heritage, gold, by coating it with chromium, 
nickel and other base metals and sold it, not for what it 
was, but for what it imitated... . 

“The public is beginning to think, is demanding better 
literature, better drama, more substantial things. The 
veneer doesn’t fool so many people. They want their 
money’s worth. I am sure that this will be reflected in 
our industry.” 

Percy K. Loud, secretary-treasurer of Wright, Kay & 
Co., Detroit, followed with an address on “Insurance— 
Its Importance to You.” Many of the points made were 
covered in an article in the September issue of THE 
JEWELERS CIRCULAR. 

Two motion pictures, educational and instructive to 
the jewelry trade featured the Wednesday evening pro- 
gram, and had a special significance to the jewelers at- 
tending the convention. 

The first, shown through the courtesy of K. Mikimoto, 
New York, traced the history of the cultivated pearl 
industry. Juzo Seo explained the picture. 

The second picture “Platinum Mining and Manufac- 
turing” was a complete education on a basic material 
used continuously in the jewelry trade. The picture was 
introduced by P. J. Armeny of Baker & Co., Newark, 
N. J., through whose courtesy the picture was shown. 

An open session and question box discussion followed 
the pictures with a number of subjects being brought be- 
fore the jewelers. Most of the questions referred to 
methods and means of halting the inroads of wholesale- 
retailing, price maintenance, and discounts. 


The Jewel Pageant on Thursday 


At 11 a. m. came the Jewel Pageant in the Grand 
Ball Room, put on by the National Jewelers’ Publicity 
Association in cooperation with the Greater Detroit Re- 
tail Jewelers’ Association. 

This beautiful affair brought out one of the largest 
attendances of the convention. Advanced styles were 
displayed in conjunction with jewels that harmonized 
and were appropriate for every garment. This was par- 
ticularly instructive because the subject of harmonizing 
jewels with dress fabrics, shoes, etc., had been a subject 
much discussed at the convention sessions. 

The pageant was repeated at 2 p. m. 

The Thursday afternoon session was held in the Foun- 
der’s room, on the fifth floor. 

William Gibson, secretary-treasurer of Cole & Young 
Co., Chicago, discussed the credit jewelry business. His 
address appears on pages 66 and 67 of this issue of THE 
JEWELERS’ CIRCULAR. 

I. J. C. Holland, San Angelo, Tex., talked on “Ad- 
vertising,” using charts and blackboard drawings. His 
address is on pages 62-63. 

This was followed by a short talk from William C. 
Donnelly, Baltimore, vice-president of the H. I. A., 
on the “Horological Institute.” 

The evening was given over to the annual banquet. 
This was a delightful function, and was followed by 








90 THE JEWELERS’ CIRCULAR 








DIAMONDS 
PEARLS = | snece ssuscion oF 
PRECIOUS |" secktaces 
STONES 





Your Uncompleted Pieces 
of 
Jewelry Filled at Once 


Call Bryant 9-2587 


L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City 


PARIS ANTWERP LONDON 
26 Faubourg St. Honoré 25 Rue des Fortifications Diamond House, Hatton Garden 
































dancing and an opportunity for good fellowship. 
The convention was concluded Friday morning with 
committee reports, and the election of officers. 


Resolutions 


The report of the resolution committee was submitted 
by Immediate Past President William G. Frasier, chair- 
man. 

It was resolved to push the sustaining membership cam- 
paign more vigorously during the year. Resolution of 
thanks were adopted for those who helped to make the 
convention a success. A resolution commended silverware 
manufacturers who restrict the sale of their products to 
legitimate retail jewelers who carry a representative stock 
of sterling silver and sell at the suggested re-sale price. 
Attention is called to the condition caused by the un- 
necessary multiplication of patterns. The resolution also 
considers the wholesale-retailing situation, taxes, the 
Capper-Kelly Bill, fraudulent advertising, Intertrade 


Relation Council, Jewelers Mutual Fire Insurance Co., 
participation in the Chicago Centennial Celebration, 
Horological Institute of America, and a “Fighting Fund” 
to be used for the elimination of trade evils. The reso- 
lutions also declare that the A. N. R. J. A. appoint a 
permanent insurance committee to analyze present form 
policies and work out a plan to present to casualty in- 
surance authorities and insurance departments that will 
be understandable by and truly beneficial to the retail 
jeweler. The committee is also to consider organizing a 
casualty insurance company to be controlled and operated 
along the lines of the National Jewelers’ Mutual Fire 
Insurance Co. It was also resolved that a protest be pre- 
pared and forwarded to the Army, Navy and Marine 
Corps against their use of catalogs to be issued for 
the purpose of selling at wholesale to members of the 
service. A protest against manufacturers scliciting direct 
business for fraternity jewelry from schools and colleges 
was also made. 





Viewing the Exhibits 


OTHING could enhance the beauty of the Grand 
Ball Room but gorgeous jewels and hence the 
enhance. . . . Hamilton Watch Co., and Illinois Watch 
Co., showing no merchandise, just a fine group of sales 
executives to say “Howdy.” . . . Waltham Watch Co., 
another timely exhibit . . . then Jules Jurgensen-Paul Val- 
lette all gathered by Henry Freund & Bro. . . . it looks 
like the watch on the ballroom floor . . . the watchmen 
of the trade were here in force... Elgin National Watch 
Co. expands with its exhibit and dramatizes the observa- 
tory feature and who could miss that smiling 
countenance of Howard Schaefer? . . . hi, there, How- 
ard. ..and...and.. . well, there’s a stimulus to 
the jewelry business, International Silver Co. occupies 
an entire side of the exhibition hall, and what a display! 
a swell tie-up with their national advertising campaign, 
they sell and tell the jeweler how they are driving the 
customers into their stores, that catches a lot of jewelers’ 
ears whose eyes have been strained looking for the busi- 
ness that is just around the corner... . 

Bill Peck of Waite, Thresher Corp., waxing victorious 
with Victoriana jewelry, and are the women simply 
C-C-r-r-r-a-a-z-z-z-y about it? you should see the crowd 

. there’s home folks, that’s THE JEWELERS’ CiRCU- 
LAR home-coming celebration headquarters . . Wolf 
Co., bags and costume jewelry . . . Chauncy Jerome, 
Inc., shocking clocks, electrical, of course, and smart 
models . . . The Watson Co. . 
tite every time you pass their booth, a magnificent table, 
and mints, and almonds, there for the taking . . . Witt- 
nauer Co., with a rare collection of watches, and modern 
timekeepers, the mode of the moment, Byrd’s time in- 
struments, always has an audience in this space . . . and 
Big Ben Western Clock Co.’s favorite son, goes modern 
with a spark, and how our child has improved with this 
new energy . . . National Jeweler and portly George 
Engelhard . . . Seth Thomas Clocks, no fool’n’, jewel- 
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ers were investigating here, and were the salesmen work- 
ing? dunt essk . . . and G-S. watch crystals with the 
best animated exhibit of the show; a wild cowboy firing 
every few seconds at a watch . . . and the Marathon 
automatic baby who kept everlastingly pounding on a 
G-S crystal with a hammer . . . The Gorham Co.—talk 
about a lonesome lover having a spooning time, Gorham 
has made the largest one in the world; what a spoon! 
and Paul Donlin, with E. C. Mayo, president of the 
company, nodding approval of one of the really fine 
displays of the convention . . . J. R. Wood & Sons the 
only firm making a really brilliant display of fine dia- 
mond jewelry, W. W. Schwab, skipper of the ship present 
to meet their large jewelry clientele, and W. B. Morri- 
son, promoter of pertinent publicity, and did he make 
Omega watches scream from Detroit news pages, you 
would be surprised. 

Always there to greet you at every Whiting & Davis 
Co. mesh bag display is Gene Manchester, and did he 
greet the trade, and a convincing story he’s telling on 
mesh bags being the “big shout” from Paris, and this 
is being confirmed by smart style promotion here in the 
U. S. ... . Jos. H. Meyer Bros. had enough imitation 
pearls to delight the hearts of thousands . . . hello, Key- 
stone. ... The W. F. Broer Co. . . . Hugh Lyons and the 
S. O. Bigney Co. . . . S. Langsdorf Co, Inc. . . . The 
Ingersoll-Waterbury Co., electric clocks, all sizes and 
types, jewelers evincing great interest, there’s business 
for the jewelers in this electric clock swing . . . what a 
display, Oneida Community with the entire end of the 
hall, every woman stopping and exclaiming “How cute!” 
when she spies little “Winnie-the-Pooh,” a three-piece 
set for children including three little tots’ handkerchiefs. 
It halted women by the score, and jewelers should have 
more of this type in the layout of merchandising promo- 
tion, it helps stimulate profits . . . Bulova Watch Co. 
just one grand reception room with a large sign and no 
merchandise on display. 
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GENUINE PEARLS CULTIVATED 


These Facts Will Interest You 


Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because they 
are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


535 FIFTH AVE., NEW YORK, N. Y. 
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Planning the Future 


President of Gorham Mfg. Co. tells 
A. N. R. J. A. delegates to readjust 


mental yardsticks regarding future 


normal business 


Many articles and books have 


been written on the whys and wherefores of the condi- 
tions precipitated two years ago this November ascrib- 
ing the result to many different causes. 

In studying these articles, aside from the foreign debts 
factor, a reasonably common denominator is found in 
scintillating advertising, super salesmanship and install- 
ment buying as playing an important part in the catas- 
trophy. 

As a result manufacturers were busy 24 hours a day 
meeting the demand that resulted from the anticipation 
of legitimate purchasable needs. Expanding their pro- 
ductive capacity accordingly overlooking the fact that 
when production caught up with these needs there would 
be a lull in production in direct proportion to the degree 
of anticipation. 


Let me give you a simple, but not quite analogous, 
example: If I am going to sell a million dollars’ worth 
of silverware in a year, and I work my force overtime 
the first six months and produce that million dollars’ 
worth of production, I will obviously have to close down 
the last six months until my customers have liquidated 
the product purchased. 


The second phase of this situation was the attempt on 
the- part of manufacturers to operate these overexpanded 
facilities at somewhere near normal capacity (normal 
being reckoned in terms of units produced in 1929). In 
his unintelligent selfishness, first one manufacturer and 
then another cut the prices of his product, chasing this 
will-o’-the-wisp of 1929 production until today he finds 
himself not only operating at a subnormal rate, but sell- 
ing his product at ruinous prices. 


If we could only decree a six months’ period of intelli- 
gent selfishness it would be of more value to American 
industry than a debt moratorium. 


I want it clearly understood I am not opposed to in- 
stallment selling or installment buying, believing it has 
a permanent place in our economic structure, but I am 
opposed to the unrestricted expansion of individual credit 
in the form of installment buying power in the face of 
an exposure to super salesmanship. 

This brief background lays the foundation for my dis- 
cussion of plans for the future. 

Temperamentally I am an optimist and believe in look- 
ing on the bright side of any situation that has a bright 
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E. C. Mayo 


side, but I have been trained not to allow my inherent 
optimism to interfere with my judgment. I believe in 
facing the facts regardless of what these facts disclose 
and acting accordingly. It makes no difference whether 
one is operating a family, a business, a municipality, a 
State or a nation—income and outgo must be balanced 
or sooner or later there will be financial difficulties. 

I consider that the retail jeweler, as a group, has his 
back to the wall today, fighting for his very existence, 
and there is only one thing that will save him and that 
is a balance between income and outgo. 


le | were an artist and 
could paint a picture of the situation as I see it, I would 
depict a man in oilskins standing on the top of a cliff, 
peering out over the storm-lashed sea, watching and hop- 
ing that the ship Prosperity of the 1929 model will 
return safely to port. I would like to say to that sturdy 
man that the 1929 Prosperity Ship was sunk with all on 
board, and he had better turn his attention to the build- 
ing of another ship of Prosperity, and that it will take 
him eighteen months to two years to do the job. 

Maybe you expected me to outline some merchandis- 
ing campaign or sales-promotion idea that would be a 
panacea for your ills. It would be very easy and a much 
more agreeable task for me to stand before you and 
ballyhoo that prosperity is just around the corner, load 
up your empty shelves and be prepared to cash in on the 
orgy of buying that is bound to take place. It might be 
immediately helpful to my business if I could put across 
such an idea, but I feel I am in a position of trust with 
respect to the retail jewelry industry, and that it is my 
duty, regardless of how much it hurts, to give you the 
facts and issue this warning in this critical period. 

I have examined the statements of a great many jewel- 
ers in the past six months. I have sat in with my own 
credit department and examined extension agreements 
prepared for our signature, and in the majority of cases 
there has been an utter lack of the appreciation of the 
fact that normal sales are out of the question, and that 
expenses have got to be curtailed accordingly. 

Without exception, where extension agreements have 


(Turn to page 141) 
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A PHOTOGRAPH THAT TELLS A VERY INTERESTING STORY — 


This quaint photograph from the historical naces in which synthetic stones are manufac- 
files of the Heller Hope Company tells a story tured. The creative skill and foresight that 
that should be very interesting to every jew- led to the invention of the sapphire more than 
elry manufacturer, wholesaler and retailer in two decades ago is still an outstanding charac- 
the country. It pictures the Heller Hope teristic of the Heller Hope Company. That 
Laboratories in Paris shortly after the inven- is why retailers everywhere insist on the 


tion of the Heller Hope Sapphire by M. Heller Hope Tag when buying jewelry set 
Verneuil, the great French chemist, in 1910. with synthetic stones. They know that it rep- 


He had been retained a year before by Mr. A. resents the maximum in synthetic smartness, 
A. Heller who is the second man from the quality and value. They know that the con- 
right standing up. Verneuil is the bearded sumer knows and prefers Heller Hope Stones. 
gentleman wearing a derby and cutaway, ex- They know that reliable manufacturers and 


amining one of the oxyhydrogen torch fur- wholesalers standardize on them. 


HELLER 
HOPE 


HELLER HOPE COMPANY 15 WEST 47th STREET NEW YORK CITY 


















“Man-Made” Gems 
(From page 73) 


of the General Electric Co. at Lynn, Massachusetts. 
Using the Coolidge type of tube and exposing the stones 
to be tested to the powerful cathode rays that are shot 
out through the very thin metallic window of the tube, it 
is found that there are differences in the color of the 
fluorescence excited in the stones by the fast-flying elec- 
trons from the tube. By testing synthetic stones from 
different factories it is even found that it is possible to 
distinguish between them, probably because of slight dif- 
ferences in the quantity of impurity introduced to give 
the stone the desired color. Natural sapphires from dif- 





Fig. 7.—Jewelry set with rubies made by Fremy. (The central 
piece is set with uncut rubies, the others with rose cut rubies.) 


ferent mines can also be distinguished from each other 
as well as from synthetics. 

Of course, such modern equipment is not available in 
most cases where the question of the character of gems is 
raised, and it is still necessary to rely on an expert eye, 
provided with a good magnifier, for the desired verdict. 

“Among the principal colors now to be had in synthetic 
stones are various shades of ruby red and of pink, fine 
sapphire blue, and paler blue (resembling the Ceylon 
type of sapphire), golden yellow, a pinkish orange (like 
the natural sapphire called padparadsha by the East In- 
dians), the pure white sapphire (which is usually cut 
‘brilliant’ like the diamond), a somber green (much like 
some Ceylon tourmalines), a golden green, and a peculiar 
double-colored variety, which is sold as “synthetic Alex- 
andrite” and which has a bluish green color by bright 
daylight but an amethystine pink by artificial light. This 
latter result is probably obtained by the use of two col- 
orants, one of which produces a color that requires short- 
wave length light, abundant in bright daylight, to pass 
through it, while the other color is best seen when the 
relatively longer wave length light of artificial origin 
passes through it. The natural Alexandrite is a peculiar 
chrysoberyl and is of totally different character, chem- 
ically and physically, from the sapphire. 

“The several producing companies have trade-marked 
names for certain colors of synthetic stones, some being 
borrowed from the names of natural stones and others 
being purely fanciful. 

“In conclusion, we may say that man has now equaled 
all but perhaps the very rarest of Nature’s sapphires and 
rubies, and greatly excelled the general run of the natural 
stones in color and perfection, as well as in size. In 
quantity, also, we have outrun Nature, so that now ‘the 
maiden in her dairy’ as well as ‘the queen upon her 
throne’ may have numerous fine, large gems, for the 
present-day cost of the synthetic stones is only nominal.” 
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THANK YOU... 


—Mr Newmark 


and HUNDREDS of others who 
have written similar unsolicited 
letters... ... 
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Newmarx'S 
DIAMONDS RELIABLE JEWELERS DRESSER SETS 
WATCHES 1607 W. CHICAGO AVE SILVERWARE 
CLOCKS CHICAGO NOVELTIES 


September 2, 1931 


Heller Hope Company, Inc., 
15 W. 47th Street, 
Wew York City 


Gentlemen: 


We thank you for the dispsa) recently 
received, and we are giving it a promixrent space 
in our window. We feel sure euch co-op retion will 
be of mutual benefit. 





With reference to the camplete tags re- 
turned, these were from rings already sold, so there 
has been no lost motion in the tie up of your adver- 
tising and product. Many of our customers have long 
Since learned the excellent quality of merchandise 
with the name Heller attached. 





Again thanking you for the display, We are 


Yours very truly, 


aew.De. ae 

















The powerful merchandizing cam- 
paign fr HELLER HOPE 
STONES means faster selling and 
bigger profits to manufacturer, 
wholesaler and retailer. 


HELLER 
HOPE 


the supreme in stones 
for the best in jewelry 


HELLER HOPE COMPANY, Inc. 
15 W. 47th St. New York City 























THE JEWELERS’ CIRCULAR October, 1931 








TAILORED RINGS 


Set with HELLER HOPE 
BIRTHSTONES 





for NOVEMBER 


O-B 
TAILORED RINGS 
set with 
Heller Hope 
GOLDEN SAPPHIRE 


OSTBY & BARTON COMPANY, New York, Chicago, PROVIDENCE, Los Angeles 














Diamond and Jewelry Trade of England 
More Cheerful 


Lonpon, Sept. 2.—Signs of improving business have 
been more definite of late despite the fact that the sum- 
mer vacation season is at the full and it will be another 
month before holiday makers have settled down to work 
again. Jewelers are reporting increasing inquiries for 
gemmed goods, in which the newest designs figure. Dia- 
monds appear to be doing better, and the cutters ap- 
parently are satisfied. that the demand for new polished 
stones is going to develop this winter. 

August usually is not one of the best months for the 
luxury trades but lately a marked activity has been noted 
in the diamond markets this side, especially in the rough 
section. According to leading diamond brokers, here the 
cheaper grades of stones have been in such demand that 
the Diamond Syndicate could have disposed of a much 
bigger volume of stones had the latter been available. 

Holborn Viaduct, dealers, say that “eight-cuts” and 
small brilliants are fetching better prices and that the 
horizon for diamond men would appear to be much 
brighter than it has been in months, with prospects for 
improved winter business very much better. The gen- 
eral feeling among diamond houses is much more hopeful 
and confidence is rapidly being restored. 

Judging by the great number of transactions that have 
taken place in rough goods, and the number of cutters 
from Amsterdam and Antwerp who have been in London 
to buy, business is expanding. Prices remain rather de- 
pressed, but the fact remains that stocks of polished are 
far from complete and in certain grades are lacking al- 


together. Fine goods still are rather neglected, which is 
natural considering the lowered spending power. 

Rumors that a disparagement of prices for stones 
handled by the South African government and stones 
marketed by the Diamond Corporation in South Africa 
has recently existed have little foundation to support 
them. Although these rumors have disturbed the market 
and created unnecessary caution on the part of buyers 
looking for the best terms, little credence has been placed 
in them in London.. Now that an assurance has been 
forthcoming from Cape Town to the effect that there is 
no misinterpretation of the agreement made between the 
Union government and the producers as to the prices to 
be scheduled for the respective stones handled by either, 
and that price disparagement does not exist, the air has 
been cleared of any doubt that may have existed with 
regard to price maintenance. 





M. D. Rothschild Again Heads Trade’s 
N. Y. Relief Committee 


Meyer D. Rothschild, 6 W. 48th St., has been ap- 
pointed a divisional chairman of the Commerce and In- 
dustry Division of the Emergency Unemployment Relief 
Committee, it was announced recently by Harvey D* 
Gibson, chairman of the committee. Mr. Rothschild will 
again head the activities of the jewelry trades in the divi- 
sion which last year raised $50,000. 

The Emergency Unemployment Relief Committee has 
been organized by business leaders to provide unemploy- 
ment relief in New York this winter. 
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Unlocks Secret of Safe Credit Business 
(From page 67) 


nationally advertised merchandise, as well as diamonds. 
Get some advertising service firm to make up your ads 
or buy a syndicated service. Make your copy very simple. 
Remember that the average intelligence of your customers 
is about 14 years. 

My third fundamental is equip the credit department 
in a proper manner. 

I can assure you that if you go into the credit system 
properly, and do it justice, that it will easily outstrip your 
cash business, and my argument is, that if this is so, it 
should be well set up. Use the proper forms, cards and 
letters. And above everything else have decent and sufh- 
cient office room and proper office equipment. The whole 
thing depends on atmosphere and set up. The same ap- 
plies to the application. One can be impressed by a smart 
credit man, or the opposite by a loosely jointed arrange- 
ment. 

Now I suppose you want to know just how a credit 
department is operated. Perhaps the best way is to follow 
a customer right through the system, and here is the 
method. 

A customer calls and wants to look at, say a watch. 
He is shown the line and assisted in his selection. When 
all at once he wants to know if we sell on payments, and 
we assure him we do. Then he wants to know how much 
he has to pay down. And right here he meets up with 
our ideas of selling on time. We do not allow clerks to 
make terms. The customer is assured that we advertise 
and live up to our slogan of convenient terms. That that 
is just exactly what we mean, and that he should go 
ahead and pick out his watch and when he is through 
the credit man, or office, will make the terms to suit him. 
We tell him that we have no cast iron rules we do not 
break to suit the convenience of our customers. The 
reason for this is that experience teaches us that the credit 
man will get twice as much down, and much better terms 
than any clerk in the house, or any other house. It is 
perfectly natural that the clerk, who exerts all his sales- 
manship to serve the customer is in no frame of mind to 
pin him down to terms. When the sale is consumated, 
the duplicate sales slip is made out, and he is asked to 
step back to one of the small credit booths where we make 
out the application, etc. Do not wrap up the watch, or 
deliver it. 

He is then introduced to the credit man, who smiles 
and does his best to put him at his ease. If possible the 
clerk should make some little remark about him being an 
old cash customer, or friend of the house or some one 
else. It all softens up his stiffness. 

A little general conservation before the card is pulled 
out of the drawer, or a question as to whether he ever 
had an account with us before also helps put him at his 
ease. The application, or information card (which, in 
our case, is on the back of the ledger card) is then filled 
out. Many of these questions are thought irrelevant by 
novices at the business, such as married, single, or di- 
vorced, for instance. A divorced man is often harrassed 
until he “blows”. If he is paying for a car, or has one. 
and the condition of his payments. One can always get 
his address from the state license department if he is a 
skip, and still owns a car. Owning one, though, as a 
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MOUNTED DIAMONDS 


offered to the trade 





RARE OPPORTUNITY 
to have your pick of the 
CHOICEST LIQUIDATED 

STOCK 
of Loose and 











this year 


PRICES 





WIRE 
NOW 











UNHEARD OF 














In addition to Loose Diamonds of all 
shapes and sizes there are Bracelets, Brooches, 
Baguette Wrist Watches, Clips, Rings, etc. As. 
an example, the Bracelet illustrated, made at an 
original cost of $1650, can be purchased for $800. It 
is set with 195 fine white full cut diamonds including 15 

marquise centers. Photographs of other pieces equally 
good bargains will be sent on request. 











WRITE 
NOW 





Here is your chance to buy low, sell low and make 


A HANDSOME PROFIT 








DIAMOND S 









"ST NEW YORK 


Phone JOhn. 4-0961 or 4-3276 























Daniel Leker 


MANUFACTURING JEWELER 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 


MANUAL OF THE 


DISEASES OF THE EYE 


By Charles H. May, M.D. 


FORMERLY 

The 13th edition of this standard work has been re- 
vised, with parts rewritten and additions made, the 
author keeping the work compact, however, as a handy 
and useful manual. The 374 illustrations supplement 
the text in assisting student or practitioner to detect in- 
dications of ocular pathology. The work is free from 
the mass of details found in various books on ophthal- 
mology. Many Optometrists have found this book of 


practical help. 
Price, $4 
Order from 


THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 
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rule spoils his credit. His landlord’s name and address 
as well as a couple of friends, relations, and business 
references. His full first names, and also his wife’s, if 
married, his lodges and insurance companies. They both 
keep his address also in case of a skip. Where he banks, 
and if possible who the gift goes to. 

All this and other information is absolutely useless if 
the account is paid promptly. But becomes very valuable 
if you have trouble. Remember that most any book- 
keeper or amateur collector will collect close to 90 per 
cent of all accounts, but that the profit for the house 
does not, as a rule, start until 90 per cent is collected. 
The next 5 per cent can be collected by a smart collector, 
or credit man, at his desk. The next 2 or 3 per cent will 
take harsh measures to get, and the last one or two per 
cent you will have to write off. 

When the card is made out the credit man excuses 
himself by telling the customer that he will have his 
charge account and receipt book written up, and just to 
wait a few minutes. Have a magazine on the table for 
him to look over. The time will not seem so long. The 
credit man then goes into the telephone booth in the back 
room and calls the credit bureau (This is the most valu- 
able help one can have). All towns should have one. 
His employment can be checked at the same time, on 
another telephone. And the information is complete with- 
in a few minutes. He then comes out. His assistant, 
in the meantime, having made out the receipt books, 
hands it over to the customer, and escorts the customer 
back to the clerk, who wraps up the purchase and, on an 
earlier signal, has entered up the watch in the record 
book. 

The credit man’s parting shot, is to remind the cus- 
tomer that as long as payments are made on time every- 
thing will run along smoothly. If they lapse, he will be 
right after them. 

Should the payment not be made as promised, he is 
sent No. 1 letter four days later, this again followed by 
No. 2 at the end of a week, and No. 3 and No. 4 a week 
apart. No. 4 being registered, No. 5 is a telegram. We 
also use the telephones a great deal, and here a real 
collector without unduly annoying, or insulting a cus- 
tomer, will clean up many an account. We change the 
letters very often and in fact, use very few form letters. 
The credit man simply notes on the card what kind of 
letter to write. We probably have 50 or more of these 
different form letters. 

We get about 20 per cent down payments, collect, just 
now, 22 per cent per month of our receivables and when 
business is good 26 per cent. We had a loss last year of 
a little over 1 per cent, and have increased our business 
500 per cent. And in my opinion, it is a life saver for 
the old time jeweler provided he will take the trouble to 
modernize his business. 





It was recently reported that the Hart Jewelry Co., 
operating a chain of jewelry stores in Ohio, had leased 
a location in Central Tower, Youngstown, Ohio, and 
opened a new retail jewelry store. This concern should 
not be confused with the Hart Jewelry Co. (Inc.), 27 E. 
Monroe St., Chicago, which is a wholesale company and 
has no connection with the chain stores or any other re- 
tail jewelry store. 
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WHAT | DONT 
KNOW ABOUT 
INSURANCE 


by 
PERCY K. LOUD 
Secretary-Treasurer 
Wright, Kay G Co, Jewelers 
Detroit, Michigan 





__ PERCY K. LOUD 


IS 
ANSWERABLE 
IN THE OPERATION 
OF 


CORPORATION 


662 AMERICA Sr 
‘INSURANCE THAT INSU its 





ALL LINES OF ' 





Operating 
“THE INSURANCE AUDIT-SURVEY PLAN” 


Without incurring 
obligation or cost of 
any kind, jewelers 
are invited to submit 
their insurance prob- 
lems for an analysis. 


———~ 
(sa 


This correspondence 
will be treated with 
strictest confidence, 
and the inquiries 
will have feasibly 
prompt attention. 


— 


“It's the greatest 
step forward in in- 
surance in 20 years.” 


EDWARD J. GRIESEDIECK 


GENERAL MANAGER 


ST. LOUIS 


») 





Insurance Corner 


124 North Fourth 


101 
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TOKIO PEARLS 


Genuine Pearls Cultured 


The exceptional merit and exquisite beauty of these 
oyster made pearls have won the enthusiastic appreciation 
of leading jewelers in all parts of the country. They add 
prestige and are profit building merchandise of unusual 
merit. 


We carry complete stock of Tokio Pearls—qualities, the 
best obtainable; prices, competitive. 


GENUINE 


ZIRCONS 


All colors, sizes, shapes 


A FULL LINE OF 


Star Sapphires, Oriental Sapphires, Oriental Rubies, 
Emeralds 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 WEST 46th STREET NEW YORK CITY 


Branch Offices: 26 Rue des Fortificutions, Antwerp, Belgium 
Kobe-Bangkok-Bombay-Colombo-Singapore-Hong Kong-Shanghai 





























mM 



















































































RARE 
PRECIOUS STONES 
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PEARLS, EMERALDS, 
SAPPHIRES, RUBIES 


PERMANENT OFFICE IN THB 
UNITED STATES 


L. SCHIPPER 
62 West 47th St. New York, N. Y. 
Phone BRY { 302, 


BOMBAY BAHREIN 
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A BRIDE DECIDES— 


and the JEWELER 
—provides 


CAN YOU SATISFY 
HER—always? 


Send for Memo 


Selection 





















= of 
Distinctive Wedding 


and Engagement Rings 





MAKERS OF JEWELRY SINCE 1907 


62.W. 47" STREET 


\, ) IAMOND CART Q NEW YORK CITY 



























































FINE JEWELS DESERVE FINE MOUNTINGS. 


S 
cbhuler & (2. ne. 


G 
Manufacturing (feelers 
126-132 West 46% Aroct 


Hew York 


























WE SOLICIT SPECIAL ORDERS 











ee (stablished 1903 —_ 
ul SSM] 








Es 
CHAS. GOLD & CO. 


36 West 47th Street, New York 


Manufacturers of 


GOLD AND PLATINUM NOVELTIES 























Two popular Fall items—a useful knife cuban four necessities 
—knife-blade, cork-screw, -bottle-opener and key. A photo locket- 
k, engine-turned, engraved or enameled. 


S PECIAL — Cases 


Cigarette Cases 
Chains 


Powder Boxes 


photo Lockets =» ORDER compact Cases 
Bil Holders WORK Check Book Holders 
ey Holders igarette Hold 
Buckles Phone Match Boxee is 


BRyant 9-9446 
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STAR SAPPHIRES 


Gems of Fascination 





The Gift to Her Fiancé 


The bestowal of a gift upon her betrothed by the 
fiancée is a charming custom that breathes the 
romantic spirit of the engagement period. The 
Star Sapphire Ring is suggested as being a par- 
ticularly suitable gift for this occasion. 


















An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


LOUIS N. MARX 


551 FIFTH AVE. NEW YORK 


























Round and Fancy 
Shapes 
The Everlasting 
Gift 
Memo Selections 


Sent Promptly 
on Request 










Vee tan Wastes MRE CHICAGO, ILLINOIS 
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THAT 





so necessary to create and stimulate business for the Jeweler, 
can be found by getting in line with TRU-STONE Merchan- 


EXTRA SOMETHING 


dising and Advertising plans. 











The Importance of Synthetic Stones to the Jewelry Trade | an Tru;Stone Jewelry 
was Clearly shown by Professor Frank B. Wade in his address— ne 
**‘Mian-Made Gems”—before the A.N.R.J.A. Convention 

at Detroit, Sept. 13-18, 1931. 












N 


TRU. {TONES 


N 








Laeeraeries | 








Have you seen Tru-Stone’s . Genuine Tru-Stone Unbranded 
Counter and Window Dis- Tests for:— Sapphire Sapphire — 
plays? The attached coupon = 
; , x Hardness - 9 9 6 

will bring you full details 

and list of wholesalers fea- Specific Gravity adnan 5S 't0 48 22: an 
turing these superior syn- Refraction Index 1.77 1.77 150 
thetic stones. c - Oxide of Alumina|Oxide of Alumina| Silica and 

omposition AL; Os AL, O; Potash 


*TRU-STONES 


—The True-to-Nature Synthetics—Make Perfect Birth- 
stones because they are the Finest Man-Made Gems and 
conform to the Traditional Stone-of-the-Month. 











TRU-STONE SAPPHIRE 


THE NEW VOGUE BIRTHSTONE FOR SEPTEMBER 
Shows a Laboratory Test as Follows: 









































Demonstration that TRU-STONES are identical with natural Gems in every 
respect except origin. 
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S. NATHAN & CO., Inc. 
: 71 Nassau Street, 
New York City e 


: Please send me without any obligation 
on my part, all information pertaining 


S. NATHAN & CO. Inc. LEE RES 


71-73 NASSAU STREET, NEW YORK Name ye en's & 00. wee oe 2a ee eee 
BRANCH SALES OFFICE: 10 WEST 47TH STREET ae, rere yee ay se 
DIAMONDS — PEARLS — PRECIOUS STONES — : Jame of Principal Wholesaler 


* Registered Trade Marks 
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Donut Quarle to douth 


“SA 


A double quartet, double our usual time, 
triple the number of stations! In a nutshell, 
that’s the story of the new Wallace Silver- 
smiths’ radio program. 

That double quartet is good! It will be- 
come a favorite radio feature! Listed as the 
“Sons of Eli” for it is composed of the 
finest voices in the Yale Glee Club. 


Double time — thirty minutes of good 
entertainment instead of fifteen. New and 
the fine old songs, piano duos, vocal and 
instrumental solos—there’s plenty of variety 
in these broadcasts. 

Remember the time — 2 to 2:30 P. M., 


Eastern Standard Time every Sunday. Just 
the hour when everyone is twirling the 





PHILADELPHIA 
1204 Chestnut St. 


NEW YORK 
411 Fifth Ave. 





OF THE 





MEMBERS STERLING 








R. WALLACE & SONS MFG. CO. 


Silversmiths —Wallingford, Conn. 










CHICAGO 
10 So. Wabash Ave. 





SILVERSMITHS 





dials trying to find something interesting. 
These programs come to your customers 
over 24 stations of the Columbia network 
every Sunday beginning September 27th. 


You'll want to identify your store with 
the Wallace Sunday afternoon broadcasts. 
Wallace has ready for you an attractive 
radio display for your window, booklets 
to mail to your customers and mats for 
local advertising. 


Wallace has doubled its efforts all along 
the line — this program is just one in- 
stance of our new fall drive to help 
jewelers and persuade their customers to 
invest Christmas money in really worth 
while gifts of Wallace Silver and Pewter. 





SAN FRANCISCO 
140 Geary St. 


LOS ANGELES 
811 W. Seventh St. 





GUILD OF AMERICA 























View of the “Pine Tree Shilling” display in the window of Philip H. Stevens Co., Inc., Hartford, Conn., which attracted 
customer attention and increased sales. 


This Window Made 25 Silver Sales 


“We have started 25 girls on silver patterns,” 
says J. O’Donnell of the Philip H. Stevens Co., Inc., 
Hartford, Conn., in describing the results of a win- 
dow display arranged recently by that concern. “We 
also give this display credit for the sale of a very 
nice tea set of five pieces, including hot water ket- 
tle and tray,” he adds. 


Mr. O'Donnell continues with a description of the 
window itself: “It was a display of sterling silver, 
carrying out the story of John Hull, the first mint 
master of the Colonies and dean of the early silver- 
smiths, who presented his daughter, in 1658, with 
her weight in Pine Tree shillings as her dowry.” 


This shows what an excellent job of dramatiza- 
tion may be done by an imaginative merchant. Note 
the scales in the photograph, showing the bride on 
one side and the coins on the other. An authentic 
anecdote of genuine historical interest is here used 
to successfully merchandise fine silverware, show- 
ing the Hannah Hull pattern in a charming display 





A corner of the silver department 
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Ac a yacht twas 


second...as anew 1932 
sterling pattern it’s first 
. . away to a flying start. 


Backed by an exten- 
sive advertising cam- 
paign and attention 
arresting window dis- 
plays it is being eagerly 
purchased by Jewelers 
and consumers alike — 
from coast to coast. 


Never before has Gor- 
ham offered a more dis- 
tinctive pattern .. . never 
in their history one so at- 
tractively priced— 

No Jeweler’s stock is 
complete without Sham- 
rock V ... with teaspoons 
6 for $6.00. To finish 
among the leaders stock 

Shamrock V. Order it 
today! 


GORHAM 
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Sterling Silver Presentation Service of S. S. “City of Norfolk” 


id Fp - 
pte: 











Selling Silver for a Ship 


That there is opportunity 
for progressive jewelers to secure business for their 
~ silverware departments by being constantly on the out- 
look to obtain special order presentation pieces has been 
demonstrated from time to time. 

One of the most recent examples of this is the sterling 
silver presentation service created for the Gale-Ford Co., 
Norfolk, Va. The concern was commissioned by a com- 
mittee of the leading citizens of Norfolk to have made 
a solid silver service befitting the dignity and traditions 
of the city for presentation to the S.S. City of Norfolk. 

The presentation service which is illustrated above 
consists of a magnificent punch bowl, 12 punch cups, 2 
compotiers, a massive tray and punch ladle. 

How admirably this commission has been carried out 
is best portrayed by the service itself as shown in the 
cup. In its every detail, from the authentically repro- 
duced seal of the city to the life-like twining rope border, 
there is apparent a touch of that designing genius and 
magnificent craftsmanship which has given American 
silversmiths a high standing in the minds of retail jewel- 
ers and the purchasing public. 

The securing of the order for this notable presentation 
service points the way to other opportunities for retail 
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jewelers to build up their silyerware business by giving 
more attention to selling trophies. Manufacturers stand 
ready to cooperate in this work in producing attractive 
and appropriate’ presentation pieces for special occasions. 

The Jeweters’ CircuLar has published illustrations 
and descriptions of all the 70 silver services presented 
to the boats of the Navy in the past 40 years. 


The above service, which was made by the Sterling 
Silver Division of the International Silver Co., is valued 
at approximately $2,500. 


With the opening of the football season this month 
athletic associations, high schools and colleges are in the 
market for suitable trophies for the winning teams. Golf 
presents another opportunity to cash in on this business. 


diesen should keep in touch 
with those directing athletic events, watch for opportun- 
ities to suggest suitable pieces for Chambers of Commerce 
and other bodies and keep the public informed of this 
service through advertising. 
The silver line offers so many articles suitable as prizes 
that a selection is always easy. Such a trophy has the 
quality of value and lasts forever. 





110 


THE JEWELERS’ 





CIRCULAR October, 1931 





For Extra Profits! 


Private Silversmith 
Service 


An extra source of prestige and 
very gratifying profit for 
jewelers. Engage for your best 
patrons the personal services of 
a private silversmith at Watson 
Park. Original designs orrepro- 
ductions in Sterling. Standard 
Watson Sterling pieces! oaned 
for use if desired, pending 
deliveries. Write for full details. 


Famous Standard Patterns 
in Watson-mark Sterling 





John A Iden T uscany 
\elt Wt 





























TRADE 


Watson$ 


AR. Tm oe 
ee 1 FS 






terling 


NIMOUS PRAISE! 


“4 OTUS 


For Selected Retail Jewelers 
—a Complete, Confined and 


- 


Protected Pattern in 
HEAVY STERLING SILVER 


THOUSANDS of women once voted one of the 
Watson-mark patterns to be the most beautiful 
and desirable pattern in Sterling silver tableware 
. . . One retail jeweler has already sold more 
than a quarter of a million dollar’s worth of a 


single Watson-mark pattern . . . 


BUT ... never before in our half-century as 
silversmiths, has a new pattern elicited such 
unanimous and enthusiastic praise from dominant 
jewelers and their patrons in all sections of the 
country! Such serene and competent power to arouse 
admiration IS SELLING POWER! 


ASK WATSON SALESMEN about the Lotus 
super-profit! See the potent Lotus Presentation 
Portfolio for jewelers . . . the national advertis- 


ing... the smart“‘mats” for your local advertising! 


THE WATSON COMPANY 
22 Watson Park, ATTLEBORO, MASSACHUSETTS 


New York City Los Angeles 
347 Fifth Ave. 643 So. Olive St. 
Chicago 
37 So. Wabash Ave. 































Notable Gold Trophy Takes form of 
Ancient Chinese Vase 
Each year at the Hawthorne track in Chicago, there 
is run what is known as the $50,000 gold cup race at 
which time a solid gold trophy is awarded the winner as 
well as $50,000 stake. This year the new Hawthorne 
trophy is an exact reproduction in solid gold of a Chinese 





New Hawthorne Racing Trophy 


vase of the Early Ages. This vase is now in the Field 
Museum in Chicago. 

The base is hand pierced and hexagonal in shape. 
On this sets the vase whose body is round, with a long, 
slender and beautifully carved neck with hand chased 
flutes at the top. A beautifully carved cast dragon winds 
itself around the neck. It is solid gold. 

The 1931 Hawthorne trophy stands 14 inches high 
and is valued at $3,300. It was made by the Wallace 
Silversmiths which concern for several years past has been 
commissioned to furnish this classic trophy. 





Term “Sterling Silver” Misused 


Several cases of the misuse of the words, “Sterling 
Silver” stamped on jewelry have recently come to the 
attention of the Better Business Bureau of New York. 
In one case, a New York department store sold earrings 
stamped with the word “sterling,” and mounted on a 
card bearing the words “sterling silver.”” However, ex- 
amination revealed that only the lower portion of the 
earrings was sterling silver. 

In another.instance, a Brooklyn department store 
offered earrings for $1.00, stamped “sterling,” but actu- 
ally only partly of sterling silver. Both of these cases 
violated Section 422 of the New York penal law. 

The Bureau communicated with the manufacturers of 
the earrings and the department stores. 
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Remarkable Downward 


Revision of Prices on 
Schofield’s Goblets 





STERLING SILVER GOBLETS 
$5.00 Each, Retail Price 


We are the manufacturers of the beautiful 
Baltimore Rose Repoussé pattern of flatware 
With complete tea and dinner services to 
match. 


BALTIMORE ROSE 
Tee Gpeemis. «..0004; $ 9.00 dozen 
Medium Knives....... 21.00 dozen 
Medium Forks........ 24.00 dozen 
Saba” Tas ixs ven... . 15.00 dozen 
Butter Spreaders...... 12.00 dozen 
Ice Cream Forks...... 15.00 dozen 
Bouillon Spoons....... 14,00 dozen 
Iced Tea Spoons...... 18.00 dozen 
Retail Prices—Subject to Discount 
= 


The Schofield Company 


Designers and Makers of Sterling Silverware 
Joseph D. Little, Manager 


Baltimore, Maryland 
Established 1871 
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ANNOUNCING 


Typifying Charm and Magic in Tableware 


Unrestricted Guarantee 


One Quality 


One Price 


THE 


ruven AMERICAN SILVER (CO, «mew 


CHICAGO NEW YORK 
BRISTOL, CONN. 
MAKERS OF FLATWARE SINCE 1857 











Aggressive Silver Selling 
(From page 59) 


patterns are listed below the name of the pattern, thus 
supplying us with speedy reference as to future pros- 
pects for individual patterns.” 

The Kirby store is a large one, extending 230 feet deep. 
The selling floor is divided about halfway back by a 
short flight of steps which leads through an archway to 
a gift shop almost as large as the jewelry and silverware 
section which comprises the front half of the store. The 
arch was constructed to overcome the long hall-like ap- 
pearance of the store, “to eliminate the shooting-gallery 
effect,” as Mr. Kirby said. The gift shop is a veritable 
home-makers’ paradise, and offers a wide variety of 
objects of art, glassware, china and lamps. Mr. Kirby 
said that at times his giftware inventory has amounted to 
$22,000. For an extent of about 40 feet from the en- 
trance, counters and wall cases on both sides of the store 
display silverware. One side is devoted to sterling, the 
other to plated ware. The small $5 and $10 tables 
located in the center of the store on either side of the 
arch leading to the gift department are effective stimu- 
lants to interest in silverware. 

Mr. Dowson ascribed the excellent silverware busi- 
ness the store enjoys, which, by the way, constitutes 20 
per cent of its total volume, to the policy of going out 
after customers. “Our large silverware sales,” he said, 
“may be partially attributed to our calling on all of the 
golf clubs in the surrounding territory.” Mr. Dowson 
personally contacts from 60 to 70 country clubs during 
the course of the tournament season. “At least 10 per 
cent of these calls,” he said, “‘result in sales.”” Another 
aid in the selling of trophies is found in a display near 
the center of the store. A space enclosing a refectory 
table on which are exhibited an attractive assortment of 
golf trophies is cut off from the selling floor by a railing. 
Beside the trophies and on the wall behind the table are 
shown crayon drawings of several famous golf holes. 
These pictures are reproduced in line etchings on the 
trophies. Golf clubs desiring to have illustrations of 
the interesting holes on their courses engraved on the 
trophies have only to notify the jewelers, and an artist 
goes to the club, sketches the hole, and the drawing is 
reproduced on the trophy. During the winter season 
this table serves to show various settings of service silver 
for different occasions. 

An intimate acquaintance is kept up between merchant 
and buyer, and a large part of the store’s clientéle is 
known personally to both Mr. Kirby and Mr. Dowson. 
These alert merchants keep in close touch with the social 
clubs of the city, are members of most of them, and 
from time to time demonstrations of table setting are 
given by the jewelers. “This spring,” said Mr. Dowson, 
“we gave a tea and lecture for the West End Club, an 
exclusive women’s organization. The address, which was 
illustrated by slides, was made by an official of one of 
the large silverware manufacturers. The affair was held 
in the club auditorium. Functions such as this add greatly 
to store prestige and create interest in silverware.” 

These are just some of the ways in which Samuel H. 
Kirby & Sons, Inc., has become the silverware center for 
a section drawing on a trading area of upward of 
300,000 people, only 162,000 of which live in New 
Haven. 
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sateen 


Silver positively cannot 
tarnish in these... 


ROO 


CHEST 


SILVERSEAL 


JARNISH 


SILVERWARE 








eel 





Patent No. 1791594 
Other patents pending. 


Advertised in and guaranteed by 
Good Housekeeping,and approved 


by several thousand users 


You will be surprised 


if you will make a window display, and 
run an ad in your local paper, how many 
women there are in your community who 
are looking for something in which to 
keep the silverware they already have 
from tarnishing. 

THESE CHESTS ARE NOT TO DISPLAY SILVER IN 


Write for catalogue and prices _ 


Associated Silver Company 


4452 Ravenswood Ave., Chicago, also 
E. & A. Gunther Co., Limited, Brantford, Ontario, Canada 
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‘Treasure Solid Silver 





STERLING 92571000 FINE 

Qos 

| a" 
° 


THE AMERICAN DIRECTOIRE 





A Most Distinguished Pattern 


. is the unanimous verdict of leading retail jewelers who have seen and stocked the new 
American Directoire. Here is a pattern decidedly new, smartly styled in accordance with 
the very latest decorative trend . . . silver of a richness and character seldom equaled. Its 


immediate sales prove it has a truly unusual appeal to the public. 


ROGERS -LUNT & BOWLEN CO: Silversmiths - Greenfield, Mass. 
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This is the type of gift depart- 
ment in a jewelry store that de- 
velops store traffic, increases 
customers and stimulates sales 
and profits for the owner. 
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The Family Tradition of fr Ms 


Generations Still Pervades 6%" 


See 







HAWKES 


of HAWKES 
aw CRYSTAL 


will be equally prized as Heir- 
looms as Old Singing Waterford. 





The new fall lines of Hawkes Rock 
Crystal Stemware have created a sen- 
sation throughout the trade. | 


Chantilly, La Fayette, Puritan and 
other patterns are speeding the 
artists in the Hawkes Studios to the 
execution of the many orders they 
have received and with our experi- 
ence of over half a century we realize 
the necessity of the personal touch. 


Each day there is a Hawkes mingling 
amongst the craftsmen. 


This produces quality and an assur- 
ance that each piece is as perfectly 
executed as human endeavor permits. 


Ne | 


& TGHAWKES& CO. 
CORNING.N.Y. 228 

















Dear to the lovers of animals, the 
“Scotty” is a delightfully amusing 
gift. Made in Italian pottery, this 
little.dog is 8 inches long and re- 
tails for $4.50. He may be had in 
several other sizes. 


This smoker's set, consisting of a 
cigarette box, match box hoider and 
ash tray, is made in solid brass and 
retails for $1. The set comes from 
China and is decorated with red 
ename! in a floral design 
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The currency of Victorian 
styles has decreed the popu- 
larity of these delicate Dres- 
den porcelain book-ends. The 
figures are 6 inches high, and 
are made in attractive colors 
with an antique finish. They 
will retail at $4 a pair. 





And now—the Empress 
Eugenie costume jewelry 
ensemble. This jade 
necklace with earrings to 
match is mounted on a 
sterling silver chain dec- 
orated with hand-made 
filigree. The ensemble 
retails for $10. The same 
set may be had in crystal, 
carnelian, lapis and tur- 
quoise 





This attractive beaker of Czecho- 
crystal glass is the latest offering 
for use as a flower vase. It stands 8 
inches high, has a diameter of 62 
inches at the top and the old Eng- 
lish steeplechase design is hand- 
painted in beautiful, fired colors. 
The vase may be profitably retailed 
at $6. It may also be had in other 
sizes, shapes and designs 
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HESE NEW 


COTY 


HOLIDAY SETS 
ARE JEWELS! 

















Manicure Set, M-13—Retail $3.50 






Diademe 
Retail 
$10.00 


A brilliant assortment of smart Coty Sets to grace 
the jeweler's holiday gift display! 


Sets for men and sets for women... handsomely 
boxed... popularly priced ...with the unprece- 
dented attraction of a “no-charge-for-the-box“ 
feature, as Coty's incentive to profitable volume 


gift sales! 


For details regarding Coty Holiday Perfume 
Offer—37 Units for $35.—write: 


Jeweler's Gift Department 
Coty, 714 Fifth Avenue, New York, N.Y. 


Or our Authorized Distributors to the Retail Jewelry Trade. 







Men's Set, 5796 —Retail $5.00 





















Left to right are shown plain, marked, roughed, smoothed and polished blanks. 


Making and Decorating Fine Crystal Glass 


By SAMUEL HAWKES 


The subject of glass-making 
is an extensive one, and I propose to dwell only briefly 
upon the making and decorating of fine glass of the kind 
that the jeweler desires to carry in his stock; that is, 
crystal which is basically composed of quartz crystal, to 
which is added red oxide of lead, fluxed with certain 
quantities of potash and saltpeter. The above named 
ingredients, to which has been added a small quantity of 
black oxide of manganese, are placed in a crucible, hold- 
ing about a ton, and are melted for some 30 hours at 
about 2450 deg. Fahr., when the glass becomes ready to 
be worked into many lovely and useful forms. 

I shall describe glass made by hand rather than that 
made partly or wholly by machines. A glass-making unit 
is called a shop, which consists of three very highly 
skilled artisans with two apprentices to help them. The 
three highly skilled men are called the gatherer, the 
servitor and gaffer. The gatherer gathers the molten 
glass from the mouth of the crucible on the end-of a 
blow-pipe, partly shaping the article by blowing, blocking 
with a wooden cup, and by rolling it on a polished steel 
table, called a marver. He then passes it to the servitor, 
who further manipulates it and passes it to the gaffer, 
who finishes it. 

Should the article have been an urn-shaped crystal 
vase, these men would have worked with a piece of 
> molten semi-plastic glass very much the same way as a 
potter works clay on the potter's wheel, only the potter 
uses his fingers, but as the molten glass will not permit 
this, the glass-worker works with tools which serve as 
artificial fingers, as it were. 

The potter revolves a horizontal wheel, whereas the 
glass-worker sits in a chair with long arms and revolves 
the blow-pipe rapidly by rolling it on the arms of the 
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chair, whefe he uses his tools in the place of fingers. 
When an article is finished, it must be annealed in a kiln 
or lehr—a somewhat delicate process. 

Glass-cutting is done by holding the article, upon which 
the design has previously been marked, first on a wheel 
of steel, with carborundum and water running on its 
edge, and afterward a stone wheel is used to smooth out 
the roughness from the cuts. In size, these wheels range 
from one inch to three feet in diameter. ‘The article is 
polished on wheels of felt, wood or cork, which are 
moistened by polishing compounds. Much polishing is 
also done with acid. 


, glass engraving is done 
on small lathes with stone wheels, but most fine Rock 
Crystal glass is engraved with copper wheels, fed with 
emery, the wheels ranging from the size of a pinhead 
to a few inches in diameter. Some copper wheel en- 
gravers are so highly skilled that they can reproduce 
a likeness on glass as beautiful as a painted portrait. 

Very effective work is also achieved by etching on glass 
by the processes of steel plate and needle etching, with 
hydrofluoric acid, but, of course, this method is not nearly 
as fine nor as costly as the hand-work. Effective hand- 
painting is done on glass in gold, silver and enamels, 
after which the painted glass must be fired in kilns at a 
fairly high temperature. 

Fine crystal lends itself to decoration really better than 
almost any other material, and its loveliness cannot be 
too highly realized and appreciated. I only wish that I 
might be able to tell you personally how very successful 
some jewelers of my acquaintance have been in handling 
fine crystal, for its alluring loveliness is a joy to all those 


who behold it. 
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Have you ever noticed how a 
woman checks up on penny dif- 
’ ferences when she buys house- 
® hold necessities,— but when it 
- comes to items for her social life, 
—whether entertaining at home 
or buying a gift, if it has style, 
price is secondary. 


STYLE—is what appeals to women. 


STYLE—is the very essence of every 
article in the FAN-C-PACK line. 


In Playing Cards, the new FAN-C-PACK designs (illustrated) 7 
- are typical of style,— new, different, appealing to one who ~ 
“wants to be smart. And priced to invite buying regularly. 


In Leather Goods, FAN-C-PACK brings out the newest, 

f _—most catchy, most practical items which have that “million 
© dollar” look, yet are priced within one’s purse. Whether 
it is an inexpensive bridge set, or an elaborate secretary 
outfit, FAN-C-PACK takes the lead,—the smartest shops 

* feature our line, from Main Street to Fifth Avenue,-and 


Complete Fall line now on the Road.and 
at our New York and Chicago Showrooms. 


All FAN-C-PACK merchandise is manufactured in the 
United States in our own plants. | 


THE FAN-C. PACK COMPANY, Inc. 


J. P. HUTCHINSON, President 


352 FOURTH AVENUE NEW YORK, N. Y. 
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We Advertised Daily for 13 Years 
(From page 63) 


cordingly. No doubt you do the same. We usually start 
with an advertisement on Sunday and then follow this 
subject through the week. ‘Take for instance silverware 
or diamonds. We run a large advertisement on Sunday 
and from eight to 20 inches each day, playing on this 
subject in various forms until we have the public silver 
or diamond minded. We find that this brings better 
results the second week and so on. We believe that it is 
better for a jeweler to advertise diamonds, watches and 
silverware and stay with these items most of the time 
because this is where most of your investment is. 

You may think that during this depression it is a 
good time to eliminate advertising. This is just the time 
that we have begun to advertise and as I said earlier, we 
have not missed a day’s advertising in 13 years. That copy 
must be prepared daily and it is one of the first things to 
be done as soon as the store opens. 

I would suggest that each of you who would like to 
advertise take the subject up with your daily or weekly 
newspaper and for goodness sake don’t get mad if you 
don’t get immediate results. Don’t start unless you in- 
tend to keep it up, for once you start you will find it im- 
possible to quit. ; 

You may say that you do not know how to write copy. 
That may be, but I suggest that you write it in your own 
language. Your store is run on your own personality. 
Write your advertising as you would run your store. If 
you use AIN’T in your conversation, make it a point to 
use it in your advertisements. They will say, “Ain’t that 
just like so and so?” 

In advertising silverware we have featured the “Per- 
sonality” idea. Many of our headlines read, “Does your 
silverware express you?” We carried this campaign on for 
so long that the brides of West Texas would come to us 
and say,““Mr. Holland, what silver pattern expresses me?” 
or “what pattern of sterling must I buy to express me?” 
That put a different light on the subject, for it made us 
study the types of girls but this is not hard to do if the 
girls are pretty and all girls from West Texas are pretty. 
We not only had to study the girls and decide on quick 
notice, but had to study the patterns. We carried 14 pat- 
terns and it is not easy to choose at random. 

Summer before last San Angelo had 16 brides. I called 
the salesforce together and wrote the names of these brides 
on a piece of paper. It happened that we knew each of the 
young women when we saw them so we could study their 
types. Opposite the name of the young woman we wrote 
the name of the sterling silver pattern that we thought 
expressed her type. We also wrote a second pattern as 
second choice. "Then we waited for them to come in to 
look at sterling silver. Out of the 16 brides 15 of them 
came into the store and purchased their silverware. Out 
of the 15 brides whom we sold 14 chose the pattern which 
we had written down as first choice. 

I study advertising from all sources. We subscribe to 
many magazines and newspapers. We study the local, 
State and foreign advertisements for the betterment of 
our advertising. We steal a line here and there when it 
is not copyrighted. We study the other jewelers’ adver- 
tisements. I do not claim to originate advertising ideas. 
I can only tell you how a country town jeweler conducts 
his advertising. 
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The Season’s Sensation 


GOLDEN BRONZE 
and PEWTER 


The newest item for jewelers—highest quality 
at lowest prices. This combination of 
GOLDEN BRONZE and PEWTER was 
seen for the first time at the Pennsylvania 


Hotel, August 24th. 





Pictures alone fail to tell the story—Merchan- 
dise must be seen to be fully appreciated. 


Samples sent for your approval. 


E. TORNOE COMPANY 
225 FIFTH AVENUE, NEW YORK 


Middle West and East Rep.: Southern Rep.: West Coast Rep. : 
. A. Holmstrup Co., . M. Forster, Henry C. Hubley, 
347—5th Ave., N. Y. Atlanta, Ga. Transportation Bidg., 
Les Angeles, Cal. 
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FINE ARTS LINE 


No. D6124. 2 Light Candelabra, Butler Finish, 
Gold Finish, 


Crystal Cut Base and Pillar 


“Monroe Design” 
No. 16 Crystal Cut Finial 
BEST PLATE 


Height over all 8% inches 





THE PAIRPOINT 
CORPORATION 


New Bedford, Mass. 
43-47 West 23rd St. - - + = New York City 
150 Post St. - = *©= = = = San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 
HOLLOWW ARE 


PEWTER 


PRIZE CUPS—TROPHIES 
FINE ARTS—LAMPS 








Make Your XMAS GudGeis 


DICTATES: 


Card Sales Mean More  ssmzesz 


ANY remembrances of 
the past Christmas 
seasons will be made with 
cards this year. More and 
more—people are looking to 
Christmas greetings with the 
thought of the remembrance 
rather than the intrinsic 
value of the gift. How better 
can this be done than with 
genuine engraved Christmas greeting 
cards ? 

Your engraver is taking advantage 
of this change in conditions by appeal- 
ing to the readers of magazine adver- 
tising. The advertisements call partic- 
ular attention to the good taste and at- 
tractiveness of genuine engraved cards. 





How exquisite they look— these new 
Genuine Engraved Christmas Carda. 


Aad how indisputably correct! Let no 


Small replica of the adver- ae talkin dice: 
tisement to appear is shown day greetings. Insist upon the extra 
in the panel to the right. upon amare ted ers 

In order to provide you 
with a complete tie-up with 
this advertising, your en- 
graver has available for you 
a small attractive counter 
card that will aid you in 
arranging a suitable display. 
These cards are yours for the asking 
and you will be proud to have them as 
a part of your displays. 

Cash in on the Christmas greeting 
card business this year by featuring 
genuine engraved cards. Its prestige 
and increased unit sale will be felt apn tie ane 
when you check this department’s sales. above in miniature will, appear 


in Cosmopolitan, Vogue, New 
Yorker and Junior League No- 


The Mark of Enaraving (shown at 
left) assures aranine craftsman 


ship; lowk for vt when you order, 






NGRAVED STATIONERY 
GRURERS NSSOCIATION 
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ENGRAVED STATIONERY MANUFACTURERS ASSOCIATION 


vember issues. 
































The High Cost of Low Stocks 
(From page 71) 


to adjust our merchandising this year to fit last year’s 
mistakes ? 

“Stock records fail to point out the business walking 
by the door. That takes vision! And the jeweler with- 
out vision is indeed in a bad way. 

‘Vision has inspired the success of every great business 
institution in this country. Vision constructs upon fore- 
sight of what can be done, rather than upon records of 
what has been done. 

“Vision is the father of planning. But vision never 
built upon a foundation of starved stocks, excuses, and 
white-livered merchandising. 

“In recent years great strides have been made toward 
‘taking the guess out of business.’ All highly praise- 
worthy. Yet in our commendable efforts to ‘play safe’ 
let us never forget this fact: 


“THERE IS NO PROFIT WHERE THERE IS NO 
RISK” 


‘This was true two thousand years ago when the timid 
servant hid his lord’s talent in the ground. It is true to- 
day whenever a jeweler has a habit of whining, ‘Maybe 
I’d better wait till business opens up and I see what’s 
selling before placing my order.’ 

“All commercial progress has been the result of tak- 
ing risks, of anticipating a need for certain goods and 
of preparing beforehand to supply that demand when it 
comes. Vision! Risks! Profit! They all go together! 

“Story Number Four: A short time ago, when na- 
tional advertising had put over electric clocks, a jeweler 
was about to place his first order for a well-known stand- 
ard line. 

“ ‘But I’m not going to get stuck with a lot of clocks,’ 
said the dealer. ‘I’ll try them out cautiously—say half 
a dozen—and if they go over in a big way I'll put in a 
bigger stock.’ 

“‘Mr. Jeweler,’ the salesman replied, ‘I need busi- 
ness, but not that kind of business. It has been my ex- 
perience that, more often than not, a little dab of an 
opening order does more harm than good to both retailer 
and producer. 

“It’s human nature for the dealer to take little in- 
terest where he has little at stake. If you had a few 
dollars’ worth of my clocks on the shelf, there wouldn’t 
be a big loss if they didn’t sell nor a big profit if they 
did. . 

““Consequently the temptation would be for you to 
sit back and let them sell themselves, depending on our 
advertising to turn the trick. Advertising never sold a 
thing in the world despite statements to the contrary. 
Nor will these clocks sell themselves. 

“Tf advertising sold things, of if things sold them- 
selves, you, the merchant, would be entirely out of the 
picture. No, sir! You, the merchant, must do the sell- 
ing. And you cannot sell our line unless you have our 
line on your shelves to sell. 

“Your store will never become headquarters for any- 
thing by dabbling in it. A half dozen clocks never went 
over in a big way in any store. Customers are big game 
nowadays; scattered bird shot doesn’t phase them.’ 

“Moral: You can’t be in the swim by paddling around 
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Decoration 4494-4 


NEW 
Shortlines 
Place Plates 
Square Salad Plates 


A. D. Coffee Cups and Saucers 


Tea Cups and Saucers 
Cream Soup and Plates, Etc. 


Dinner Ware 
in Endless Variety 


STOCKED IN NEW YORK 
for Immediate Delivery 


Paul A. Straub & Co. 


105-107 Fifth Avenue 
At 18th Street New York 
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7643 


OBLETS .. . eye appeal and price 


appeal . . . an excellent means of 
increasing your clientele and speeding your 
turnover. 


No. 7662 line, decorated ‘‘Majestic’’ rock crystal, care- 
fully and expertly done. Best grade all crystal chalice 
bowl on slender, fancy, shapely stem. No. 7653 line, 
decorated ‘‘Marco,”’ silvery plate etching, bordered 
with platinum in harmony. All crystal; tall, graceful 
shape; carefully designed spiral stem; bowl flared but 
symmetrical. No. 7643 line, decorated ‘‘Vernay.”’ Ritz- 
Blue bow! with crystal stem and foot; low Old English 
shape combining quaintness of Fifteenth Century with 
modern smartness; platinum encrustation that stays 
bright and shining . . . a high-priced metal brought 


to a salable price level. 


MORGANTOWN GLASS WORKS 
Morgantown, W. Va. 


Our representatives cover the country 
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SPLIT-PROOF 


Your Jobber Has It 


American Made 


Protected by 
Our Patent No. 1799868 


9 Op Si 
Sy . OH. 
oe , “Les 
STYLES STYLES 
SPLIT PROOF SPLIT PROOF 

$2.75 PER CARD INLAY 





CHICAGOAN 


_ NEW YORKER 
$3.25 PER CARD : 


x4 


4 $4.25 PER CARD 


PRICES PRICES 
INCLUDE INCLUDE 
BUCKLES BUCKLES 


GENUINE LIZARD, OSTRICH, ALLIGATOR . 
PER CARD — $6.00 — PER CARD 


NO STITCHING TO BREAK OR END 
TO SPLIT 


MADE ONLY IN GENUINE LEATHER 
A. SAUER & CO. 


Glenn Building, Fifth and Race Cincinnati, Ohio 

















LEARN ENGRAVING 


Learn how to lay out attractive monograms 
and how to engrave them, how to do cellu- 
loid engraving and fillng in engraving. 
Wm. Kassel’s “Short Course in Engraving 
for Jewelers” tells you how. 


It also gives full instructions for Making 
Wax Colors, “Tinting,” Raised Gold and 
Silver Letters on Celluloid, The Care and 
Sharpening of Gravers, etc., etc. Interest- 
ing, instructive, illustrated. Order a copy of 
this valuable booklet today. Send fifty cents 


io 
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close to the edges. You're just muddying up the water.” 

A vigorous round of applause showed how the little 
crowd esteemed their old friend’s logic. 

“What made you think of that angle right now?” 
asked one. 

“For twenty-three months now the jewelers of the 
country have probably paid more attention to the task 
of stock reduction than to any other phase of merchan- 
dising,” the Old Veteran answered. “And well we did, 
for we surely needed a drastic lesson in stock control. 

“We succeeded too. Stocks are down, down to the 
point where in many stores the merchant is slowly but 
surely building up prestige and good will for his com- 
petitors by being continually ‘just out’ of new, fresh, up- 
to-date merchandise. 

“Instead of being temperate in the matter of placing 
orders, he has adopted prohibition, forcing his custom- 
ers to bootleg their jewelry needs from competitors. He 
argues—rightly—he will never go bankrupt paying for 
goods he doesn’t buy.” (Applause and laughter. ) 

“Indeed, none can deny that there is an enormous risk 
in buying merchandise, in spending thousands of dollars 
on the mere hope someone will come in and ask for the 
very things he has on hand. : 

“But lo, a paradox appears. On the one hand we 
agree there is no profit where there is no risk. On the 
other hand it is equally plain that the jeweler who re- 
fuses to buy merchandise now, on the theory that he is 
thus avoiding risks, is thereby subjecting his business to 
a profoundly greater risk. 

“If he goes into this Christmas season with a starved 
stock, he risks the profit on the day-by-day sales he may 
miss; he risks the loss of his established trade; he risks 
the good will he has labored years to build. He is try- 
ing to be in the swim without even so much as getting 
his feet wet. 

“Of all months in the year October is the safest for 
the jeweler to plunge, to stock up with merchandise in 
such a way the public knows he means business. If a 
stock must be starved, the time to do it is just before 
the dull season, not before the busy season. 

“You jewelers know, of course, that more than one- 
third the whole year’s business usually comes in Novem- 
ber and December. This year will be no different. 
Figure up your total sales from January first to Novem- 
ber first, then divide by two, and you have the very 
minimum you should expect to do in November and 
December—provided you enter November with the right 
kind of stock. 

“Department stores originated stock control. But now 
we find them relaxing their inflexible ‘Don’t, don’t, 
don’t!’ They realize progress comes from doing, not 
from ‘don’ting.’ 

“The fall of 1929 brought disaster to the merchant 
who had ventured too far into the sea of heavy stocks. 
In an effort to avoid that danger, many of us are shiver- 
ing timidly around the edges, dabbling a trembling toe 
in the water. 

“Somewhere between those two extremes, to each indi- 
vidual according to his strength, is a depth of stock where 
it becomes a pleasure and a profit to operate. Any child 
can wade along the beach, but a real merchant will play 
the game at a man’s depth. 

“But—if you haven’t the nerve to get your feet wet, 
you ll never be in the swim.” 
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ROYAL 


BAYREUTH’S 


Charming Nurenberg 
Pattern 








Typical of the old 
Dresden designs ever 
so popular and very 
much in demand. 


This fine old factory 
offers you one of the 
smartest patterns of 
this type. 


Ivory-body china of 
quality and valte. 


Of course it’s in stock 


Justin Tharaud, Inc. 


129 FIFTH AVE., 


NEW YORK 


Prices and Samples Sent to 
Rated Jewelers on Request 
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CREATIONS 
IN 
METAL 


Catalog 
to 
Dealers 


Ashtray No. T359— 
4% inches square in 
Jade Green or Black. 
Height 6% inches. 























One of the really new and fast- 
selling lines of the fall season is this 
revival of the 18th Century Decal- 
comania underglass decoration. 

The Decalcomanias are in exquisite 
colorings in floral and figure designs 
—the objects themselves being hand 
painted in pastel shades with linings 
of contrasting colors. 
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Successful 


The last week in August witnessed two gift 
shows which have done much to develop a 
better feeling in the gift and art trade. Busi- 
ness done by the exhibitors at these two shows 
surpassed by far what had been expected and 
the optimism which had its inception at the 
Chicago shows has grown apace. One dealer at 
the National Gift and Art Association’s show 
at the Pennsylvania Hotel reported that the 
opening day exceeded in business all other 
opening days and that the sales of the third 
day were greater even than the first two com- 
bined. Similar activity was in evidence at the 
Eastern Manufacturers and Importers Exhibit 
at the New Yorker Hotel. 


The attendance of retail jewelers at both 
shows constituted a large percentage of the 
total registration and a number of jewelers 
stated their intention of coming to New York 





“THE UNUSUAL IN 
HAND-TOOLED LEATHER” 


A four package compartment cigarette box .. . 
a three compartment cigarette tray and a cigarette 
box for fifty cigarettes . . . all beautifully made of 
the finest quality hand-tooled leather with these new 
smart sport figures in genuine bronze. Ac- 
cessories for the discriminating. 


Bruhn-Elwert 


INCORPORATED 
45 WEST 27 STREET 


NEW YORK 

















We Do Not Issue a Catalogue 




















(SOOD DISPLAY SELLS WATCH 
ATTACHMENTS 
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water é 
ATTACHMENTS 






“Our sales in watch attachments 
have increased beyond anticipa- 
tion!” This is the testimony of 
Louis Haimann, Morristown, N. J., 
jeweler, in describing the sales re- 
sults of the watch attachment dis- 
play behind which he stands in the 
illustration to the right. The pic- 
ture above shows how the watch 
attachment theme is carried out in 
Mr. Haimann’s display window. 


f/ a PN 

Some definite conclusions ‘Various methods may be used to promote the idea of 
have been reached by Louis Haimann, jeweler, of Morris- desirability of a metal watch bracelet. I believe that the 
town, N. J., about the best way to merchandise watch at- most practical place for an attachment display is on the 
tachments. He says: “We find that in displaying watch at- watch repair counter. Usually, when a watch has been 
tachments on attractive display stands in the watch repair worn long enough to require repairs, the old leather strap 
counter that the customers themselves point out the band has become discolored, and perhaps frayed at the ends. 
that he or she likes and inquires its cost. These displays Possibly the customer bringing in a repair job of this 
are actually silent salesmen and our sales in watch at- kind has had it in mind to get a new strap, or metal 
tachments have increased beyond anticipation.” bracelet. An attractive Uisplay on the repair counter will 


remind him of this desire. Then, if it has not occurred 
to him that he needs a new bracelet, the display may serve 
to call attention to this need. If the braceiets are thrown 
haphazardly in a box or tray and placed in the show case, 
they may not even be noticed and the careless array of 
merchandise certainly does not present an appealing ap- 
pearance. A neat fixture, showing the attachments to 


The accompanying illustrations show views of Mr. 
Haimann’s watch repair counter where an effective dis- 
play of watch attachments has been arranged, and of the 
show window exhibiting a similar display of bracelets. 
Mr. Haimann offers some valuable advice as to the salient 
points in watch attachment merchandising: 


“An attractive and appealing display is perhaps the advantage in a prominent place on the repair counter 
most important factor in merchandising watch attach- eliminates the primary sales resistance by creating a de- 
ments. The watch bracelet is essentially a style article, sire for the article without the necessity of recommen- 
used to enhance the appearance of the watch as well as dation by the sales person. On the other hand, if the 
that of the wearer. Although not exactly a major item customer does not ask about the bracelets, there is little 
of the jeweler’s merchandise, it is surprising to note the doubt that he has been thinking of them and does not 
volume of sales that can be. attained through a planned demur when the sales person suggests that one be tried 
selling promotion of watch attachments. on the watch. This suggestion, by the way, is very im- 
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Attach any one of these increasingly popular 
AUTOMATIC bracelets to your watch samples 
for the try-on. Watch and AUTOMATIC brace- 


let together invariably helps customer make 
quick and satisfactory selection. 


SOLD THROUGH WHOLESALERS ONLY 


AUTOMATIC GOLD CHAIN COMPANY 


PROVIDENCE, RHODE ISLAND 
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The Fall Season brings new watch attachments for popular acceptance 


portant. The same principle is employed by the auto- 
mobile salesman when he suggests that his prospect get 
into the car and sit behind the steering wheel—pride of 
ownership—that is the most effective aid in salesmanship, 
and a watch attachment is more than half sold when it 
is around the customer’s wrist. 

“Another opportunity to press the sale of watch at- 
tachments is when the customer calls to get his watch 
which has been repaired. The polished watch will ac- 
centuate the age and lack of beauty in the old band and 
the sales person should not neglect tactfully to point 
this out. 

“A good method of displaying watch attachments is 
shown in the photograph of our watch repair counter. 
The show case is filled with a wide variety of attach- 
ments, 154 to be exact, giving as great a selection as 
possible. The fixtures used for this display are easily 
built. They are made of display board covered with 

_black embossed paper. The little supporting strips are of 
black cardboard edged with silver paint. This fixture 
may be arranged in many different ways. Horizontal 
tiers with a solid array of bracelets may be used, or the 
cardboard strips may be inserted at oblique angles as was 
done in the stands used on top of the counter in the 
photograph. Arrangement of the units, of course, must 
be adapted to each individual store. A hole should be cut 
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The passing of several months witnesses innovations 
and improvements in the products of the watch at- 
tachment industry. Here we have a representative se- 
lection of bracelets from the new fall lines of the 
leading manufacturers. Rolled gold on sterling silver 
is fast becoming a very popular treatment for watch 
attachments. New widths have been adopted and in 
some cases smaller buckles to suit the mode. One 
manufacturer has devised an adjustable folding center 
—another a separable center with two adjustments. 
Leather trimmed with metal makes a very attractive 
item and popularity is expected for this bracelet also. 
Mesh braid also presents an attractive appearance. 








in the back of the stand so that it can be grasped for 
removal from the show case. Variations may be de- 
veloped in the construction of the fixture—the architec- 
tural scheme of the store will determine this. 
“This type of fixture could be made in wood or ebony 
with chromium strips to support the bracelets, and for 
7 e ” 
permanent display purposes, should be covered with glass. 
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‘LOUIS STERN BRACELETS 


NEW MODELS FOR FALL 


SOLID GOLD ON STERLING SILVER < 


All precious metal bracelets furnished in white, green, yellow or 
coin color gold on Sterling Silver 


All standard sizes available 





XP—Fraternity—Retail Price, $8.00 








=> LUSTERWITE AND GOLD-FILLED 


Lusterwite is a wear-resisting white metal which produces a high grade watch 
attachment selling at a moderate price 


All Gold-Filled bracelets furnished in white, green, yellow or coin color 


All standard sizes available 








3 XM—Harvard—Lusterwite Retail Price, $2.50; Gold-Filled Retail Price, $5.00 


SOLD THROUGH THE WHOLESALE JEWELER ONLY 


Sie 


LOUIS STERN COMPANY 


“PROVIDENCE; 9. I.- oes 4 
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Distribution of the Sales of 
the Manufacturing Plants 
Making Miscellaneous Jew- 
elry and Findings in 1929. 


TO USERS 


(A graph prepared by the 
Bureau of the Census) 
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Manutacturing Jewelers’ Sales in 1929 
Census Figures on Distribution by Those Manufacturing Plants Which Make 


Miscellaneous Jewelry and Findings 


WasHINGTON, D. C., Sept. 9.—Sales to wholesalers 
and to retailers (including mail order houses, department 
stores and chain stores) make up more than three-fourths 
of the sales by manufacturing plants engaged primarily 
in making miscellaneous jewelry and findings. Data col- 
lected for the Census of Distribution show that of the 
total sales by these plants in 1929, amounting to $168,- 
315,000, 41.3 per cent, or $69,466,000, was sold to 
wholesalers, and 37.1 per cent, or $62,365,000, to 
retailers. 

Manufacturing plants sold 3.5 per cent, or $5,839,000 
worth of goods to their own wholesale branches for resale 
to dealers and users. 

The remaining sales were made as follows: To indus- 
trial and bulk users, such as manufacturers of canes, 
jewelry, etc., schools, etc., 10.2 per cent, or $17,246,000 ; 
direct to household users, 5.9 per cent, or $10,011,000, 
and to manufacturers’ own retail branches, 2.0 per cent, 
or $3,388,000. The sales to manufacturers’ own retail 
branches are principally sales by the manufacturing de- 
partments of retail jewelry stores to their own store. 
Such manufacturing jewelers sometimes reported their 
sales as direct to the individual, and sometimes to the 
stores, which then sold to individuals. 

Of the above sales to dealers and industrial users, only 
a small part ($9,084,000) was sold through manufac- 
turers’ agents, selling agents, brokers or commission 
houses. One hundred twenty-four manufacturing plants 
employed such selling agents, 53 of them selling their 
entire output in this way. 

The total sales as shown above are $9,062,000 less 
than the value of products reported by the Census of 
Manufacturers. This difference represents the amount 
of custom work and repairs done by 473 of the manufac- 
turing plants included in this industry. Custom work 
and repairs were not considered as sales. 
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This report shows the selling methods used by the 
1,536 manufacturing plants engaged primarily in making 
jewelry and findings, such as rings, pins, bracelets and 
chains; diamond setting and mountings; gold trimmings 
for umbrellas, canes, etc.; rolled plate, filled wire, etc. 
(The manufacturing of clocks and watches and the cut- 
ting of precious stones are not included in this industry, 
but in the clock and watch industry and in the lapidary 
work industry, respectively.) 

Statistics giving value of products and other informa- 
tion on the industry may be found in the preliminary 
mg — by the Census of Manufactures December 


SUMMARY—DISTRIBUTION OF SALES, 1929, BY MANUFACTURING PLANTS 
MAKING MISCELLANEOUS JEWELRY AND FINDINGS 


Number of Plants 
Sell- 


ing ex- 
clusive- 
Selling value Per cent ly as in- 
(f.0.b. factory) of Sales Total dicated 
Total $168,315,000 ° 100 % 11536 ea 
Sales to manufacturers’ own 
wholesale branches? ...... 5,839,000 3.5% 34 22 
Sales to manufacturers’ own 
retail branches .......... 3,388,000 2.0% 40 25 
Sales to dealers: 
WE “a wacxcnencuwue 69,466,000 41.3% 619 366 


Retail (including mail order 
houses, department and 
chain stores) ......0- 62,365,000 37.1% 662 353 

Sales to users: 

Industrial and bulk (man- 
ufacturers of canes, jew- 
elry, etc., schools, etc.,) 17,246,000 

Household .....--++-++eee> 10,011,000 5.9% 


10.2% 124 62 
198 74 





Of the above sales to dealers and industrial users $9,084,000 was 
made through manufacturers’ agents, selling agents, brokers or com- 
mission houses by 124 manufacturing plants, 53 of which sold their 
entire output in this way. Fi . anit 

1 The total number of manufacturing plants engaged primarily in the 
manufacture of miscellaneous jewelry and findings is 1536. Inasmuch 
as some plants sell to more than one type of customer, this figure is 
less than the total of the figures shown below it. , 

2 This report does not show the sales by manufacturers’ own sales 
branches to dealers and industrial users. . P 

NOTE: Reports of this nature on 300 other industries are being pre- 
pared. (120 of these are already published). Write to the Census Bureau 
for those that are of interest to you. They are free. 
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Behind THE DIAL 


New York, Oct. 1 

Our August sales were 26% greater than sales for 
June and July combined. Inasmuch as our representa- 
tives were not on the road during August, this goes to 
show that Chauncey Jerome clocks are meeting an im- 


mediate and increasing demand. 
* * * 


Last month I told you I was putting a lot of hope on 
our new $10 electric alarm, the Barclay. Well, it seems 
I was right. Already more than a hundred have been 
ordered in only three cities—and the buyers hadn’t seen 
a sample or even a photograph! A low-priced alarm 


for jewelers, and for jewelers only, seems to fill the bill. 
* * * 


Speaking of prices, we have reduced them on seven 
of our numbers to bring them into line with current 
competition. Since we hold to the policy of protecting 
the jeweler’s market by selling only to jewelers, and 
since we offer jewelers quality and a jeweler’s profit, 
you can see that we are letting nothing, not even price, 
interfere with the competitive advantage Chauncey 


Jerome clocks offer you. 
x * * 


Unfortunately we cannot mention names—but two 
New York jewelers whose names are household words 
as symbols for luxury and elegance have ordered 


Chauncey Jerome clocks for their clients. 
e ©}. @ 


Our clocks, it seems, appeal strongly to the highest 
type of clientele. There are, no doubt, many instances, 
but we ourselves know of at least two Chauncey Jerome 
clocks that are already in the executive offices of the 


greatest corporations in America. 
* * * 


Recently an executive of a company which ranks 
among the five largest in the country wrote to ask how 
we put a “tick” in an electric clock. We explained it. 
He thanked us, saying he thought the tick really 
“humanized” the clock. He added that his Chauncey 
Jerome clock was the most perfectly designed banjo 


he had ever seen. 
* * * 


Another executive has one of our chimes in his suite 
of offices. He is very pleased with the tone—pleasant 


yet not disturbing. 
. * 


Let me call your,attention to the two clocks briefly 
described below. They fit the present buying trend. 


Yours, 
E. B. R. 


aaa i 


FINE CLOCKS 
500 Fifth Avenue, New York City 


Barclay an electric alarm in green beetle, ivory 

beetle and mahogany bakelite with at- 
tachment cords matching in color. Rectangular case 
and dial— 4%” base, 5” high. $10.00 


Steward 4 very popular kitchen or garage clock in 
green or ivory case, 8” square. Has an 
unusually legible dial. $10.00 








GOOD 
NEWS 


for Travelers 


NEW YORK CITY’S on/y United. The Roosevelt 
PHILADELPHIA, PA. .. The Benjamin Franklin 


GRATIER, WARH. «600 cccccccses The Olympic 
WORCESTER, MASS............ The Bancroft 
a re The Robert Treat 
PATERSON, N.J..... The Alexander Hamilton 
TRENTON, NJ.» 602. occa vies The Stacy-Trent 
HARRISBURG, PA.........-- The Penn-Harris 
OS SS ee eee The Ten Eyck 
ee are The Onondaga 
oo | Sen The Seneca 
NIAGARA PALIG,. NAY. © .06660006 The Niagara 
| Ge rere The Lawrence 
ee The Portage 
Seer rs The Durant 
RAMSAS CITY, MO. 6.606 6000s The President 
TUCSON, ARIZ............. El Conquistador 
SAN FRANCISCO, CAL. ....... The St. Francis 
SHREVEPORT, LA... . The Washington- Youree 
TORONTO, ONT..«.. 0.0605. The King Edward 
NIAGARA FALLS, ONT...........:- The Clifton 
WINDSOR, ONT.........+. The Prince Edward 


KINGSTON, JAMAICA, BW1. TheConstant Spring 
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THE GROWING MARKET 


FOR Electric Clocks 


tn. 


5 the year 1930 
a grand total of 1,200,000 electric clocks were sold 
—more than 10 times the electric clock sales of 1926. 
Of the 20,500,000 homes equipped with electrical ser- 
vice, 15,500,000 have regulated current suitable for syn- 
chronous motors. 

This array of figures shows that there is potential 
market for from 50,000,000 to 75,000,000 electric clocks, 
and the rate of increase in sales when, considered with 
the fact that the market has scarcely been scratched, is 
ample proof that the retail merchant, be he jeweler or 
otherwise, has a sound merchandising proposition in the 
electrified timepieces. 

Few will dispute that the jeweler is the most logical 
outlet for electrical clocks. On the other hand, there is no 
law compelling him to sell them, and if he chooses to neg- 
lect this opportunity, the rapidly strengthening competition 
of the electrical dealers, utility companies, radio stores 
and appliance stores certainly will not apologize and give 
the business back to the jeweler when he wakes up. 
Rather, he must profit by their experience and knowledge 
in the more modern methods of merchandising household 
products. 

The house-to-house canvassing method of selling is 
frowned upon by many jewelers who believe that it may 
tend to undermine their conservative prestige. This may 
be true in the selling of diamonds or other essentially 
personal merchandise, however, but an electric clock is 
a household product; and in many cases can be sold better 
right at the home. The jeweler’s prestige will give his 
salesmen an entrée to practically every home in his com- 
munity, and a lot more than an “edge” on the canvasser 
from some little-known radio or electrical store. 

Not only can the jeweler by this method arouse more 
potential electric clock buyers, but with a knowledge of 
the type of home of his prospect he can sell his product 
more intelligently. A clock, as any other home furnish- 
ing, must harmonize with its surroundings. Many styles 
of cases, both modern and of authentic period design, are 
now being made by the electric clock manufacturers 
which enable the jeweler to offer a clock for every style 
of furnishing as well as every room. 

October moving days will mean that large numbers 
“of families will take up new living quarters—will re- 
decorate their homes and perhaps purchase entirely new 
furnishings. Newcomers to the community are also pros- 
pects for electric clock sales. 

Arthur P. Hirose, analyst for McGraw-Hill’s elec- 
trical and radio publications, writes of the electric clock 
industry in Printers’ Ink. His enthusiasm is tempered 
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Retailers glancing over these figures should real- 
ize at once the enormous opportunity for legitimate 
profits in electric clocks (figures compiled by 
Electrical Merchandising ). 


1926— 90,000 electric clocks sold 
1927— 95,000 6 bi - 
1928— 130,000 : " " 
1929— 350,000 5 ” m 
1930—1,200,000 - * ™ 








with a word of warning every retail merchant must heed. 
He says: 

“The whole clock industry faces the future with more 
logical causes for optimism than ever before. Already 
much of the magic of the electric clock is evidenced. In 


‘an otherwise gloomy pile of financial statements the 1930 


profits report of at least one Middle Western electric 
clock manufacturer sticks out like a jubilant thumb. 

“Silent electric clocks, striking electric clocks, electric 
alarm clocks, which can’t help getting you up because 
they tinkle for over a half-hour if necessary; electric 
chime clocks, electric clocks that will control the oper- 
ation of household appliances, and even electric grand- 
father clocks—these developments enthuse manufacturers, 
distributors and dealers alike with their sales possibilities. 
Much of this enthusiasm is due, of course, to the amazing 
fashion in which Mr. and Mrs. Public are buying electric 
clocks, in depression years. 


dd 

Bur are there no bears 
to be discovered in the woods of the clock industry’s 
new prosperity? To be sure, there is the prospect of 
an unhealthy increase in number of electric clock man- 
ufacturers—already there are sixty companies in the 
field. Also there is the presence of “gyp” clocks and the 
threat of more “gyps” to come. As in radio, so in electric 
clocks the “gyp” is the manufacturer or dealer who sells 
sub-standard merchandise at drastically and unnecessarily 
cut prices. These poorly designed, cheaply made electric 
clocks may possibly bring the whole electric clock busi- 
ness into disrepute. But it is not probable. When the 
first blush of public enthusiasm for anything that is an 
“electric clock” has run its course, John Public and his 
wife will become value conscious in buying electric clocks. 
They will discriminate, it is hoped, against shoddy goods 
just as they have found out true values in buying more 
highly intricate products for the home.” 











140 THE JEWELERS’ CIRCULAR 


BEST SELLERS OF 1932 


October, 1931 









No. 987 Hamilton Webster Yellow and White Gold Filled. 
Consumer $55.00, List $67.50. 





$32.50 Illinois Claudette, -14Kt 
White Gold ‘es 15 SOOM. ‘hae 
Price $40.00 





? No. 1112 Elgin 18/0 15 

Jewels, 14Kt White cont 
No. 9025 Electric ay Filled. nee $35.00 
Waltham, Consumer Price $25.00. 


List $42 


1932 EDITION “HANDY BOOK OF AMERICAN WATCHES” READY - OCT. Ist 


Sur Sickls 


1015 CHESTNUT STREET 





PHILADELPHIA 


Distributor of Elgin, Waltham, Hamilton, and Illinois Watches 








To increase your profits—use 
“Westray” Modern—Attractive— 


Serviceable 4... 











‘Write for catalog or order through your jobber 


WESTERN TRAY & CASE CO. 
423-27 Plum St. WESIRAY Cincinnati, Ghio 


PRODUCTS 


























Merchandise Market 
New Line of Waterbury Electric Clocks 


A complete new line of Waterbury electric clocks has been 
announced to the trade by the Waterbury Clock Co. The de- 
signs include adaptations from famous period clocks, as well 
as a number of popular and stand-by designs. 


Winnie-the-Pooh Gift Sets for Children 


Community Plate this fall announces a new character boxing 
for Community Plate child and baby gift items. The theme 
of the illustrations is taken from one of the most popular 
modern child’s classics—“Winnie-The-Pooh,” by A. A. Milne. 


“Your Home and Its Clocks” 


“Your Home and Its Clocks” is the title of an attractive 
booklet written by Mary Jean McKinnon and issued by the 
Herman Miller Clock Co., Zeeland, Mich. It is neatly arranged 
and illustrated. 


New Haven-Westinghouse Electric Clocks 


Several new models have been added to The New Haven- 
Westinghouse group of electric clocks and are now available 
for distribution. The Cavalier is one of the popular models. 


Prizes for Window Displays 


The International Silver Co. is sponsoring a window display 
contest which will extend from Oct.'19 to Nov. 7. Dealers han- 
dling 1847 Rogers Bros. silverplate are eligible to compete and 
the display must feature that merchandise. Cash prizes of 
from $10 to $300 will be awarded to the winners. Photographs 
of the windows entered in the contest must be received by the 
company, Meriden, Conn., before midnight, Nov. 21. 

Display material featuring the new “Her Majesty” pattern 
is offered by the company to jewelers as an aid in preparing 
their windows for the contest. 


Window Display Material for Shamrock V Sterling Pattern 


The window display and promotional material accompany- 
ing Shamrock V, Gorham’s new 1932 sterling, is more popular, 
if that is possible, than the dealer helps which accompanied 
Hunt Club—their 1931 pattern. 

The display has a black and gold five-panel background 
screen which shows the Shamrock V, Sir Thomas Lipton’s con- 
tender for the America Cup. Five different angles of the boat 
are shown in fascinating manner. A number of other items 
complete the unit. 

The Shamrock V pattern has been launched in celebration 
of Gorham’s 100th anniversary. 


Telalarm Electric Clock 


The Telalarm, a self-starting illuminated electric alarm 
clock retailing at a remarkably low price, has just been an- 
nounced by the Warren Telechron Co. Believing that the Tel- 
alarm is the greatest value ever offered in its field, the Ash- 
land, Mass., company is introducing it to the trade and the 
public with the most comprehensive merchandising and adver- 
tising campaign it has ever launched. 


Coty Offers Free Goods! 


To help jewelers make some quick profitable perfume sales, 
” Coty is offering a $35 assortment, consisting of perfume only. 
The assortment for the most part is comprised of quarter- 
ounce and half-ounce flacons—$1 and $2 sellers. With the 
assortment, jewelers will receive free a gold leaf counter dis- 
play stand holding one dozen of the quarter-ounce flacons, re- 
tailing at $1. With each of these $35 Holiday assortments, Coty 
is giving free one of its new Obelisque Flacons of perfume in 
the L’Aimant odeur. 
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New Hammond Electric Clock Kit 


Arrangements have been made whereby the Hammel, Rig- 
lander-Pennant Corp., 211 West Fourteenth Street, New York, 
will distribute to the jobbing trade the Hammond electric clock 
kit. This kit contains the essential parts for electrifying old 
clocks. Dealers who have used the new kit are enthusiastic 
in their praise. It enables the dealer to convert quickly and 
efficiently old style clocks into modern electrics. For the first 
time a dealer really can organize to solicit this kind of business 
on a basis that will enable him to make a profit. With the Ham- 
mond advertising behind him, he has the advantage of im- 
mediate consumer acceptance. 





Planning the Future 
(From page 93) 


been worked up, a plan of operation worked out by the 
creditors committee contemplates operating the business 
with from 25 per cent to 35 per cent less expenses than 
the business was being operated when taken over by the 
committee. 

Why did not the owner or the chief executive of the 
business affect these economies himself. If he had done 
so he would have been in a position where a creditors’ 
committee would not have been necessary. 

In every instance of this character the response to a 
similar question by the man responsible for the business 
has been that he expected each month that business would 
come back. 

In a terrific storm at sea the one duty of the captain 
of the ship is to keep the ship afloat until the storm sub- 
sides. He must slow the ship down and point her nose 
into the seas regardless of the direction from which they 
come. Momentarily he may be carried back in the direc- 
tion from which he came instead of toward his destina- 
tion, but the captain gives no thought to this fact. When 
the storm subsides it will be time enough for him to 
take account of his position and make plans for reaching 
his destination. 

You are in a similar position. Your sole duty and 
responsibility is to keep your store afloat until this storm 
is over. You and your crew may have to face a greatly 
decreased income or in time face a situation which will 
mean temporary loss of entire income. Great sacrifices 
must be made in critical times like these, and you have 
got to frankly tell your force of the situation. 

You must take your landlord in your confidence and 
show him you cannot continue to pay the present rent 
and live. Before attempting this you must be in a posi- 
tion to show him you and your forces have made tre- 
mendous sacrifices in an effort to remain in business. 

In an examination of the operating statements before 
referred to, it has been evident to me that with almost 
the unthinkable falling off in sales, the rental ratio has 
jumped to a point where it is paralyzing the business. 

In concluding, let me leave three thoughts with you: 

1. You have got to readjust your mental yardstick 
with respect to future normal business and cease to 
think of normal business in terms of 1927, 1928 
and 1929 sales volume. 

2. That, in my opinion, this readjusted normal busi- 
ness will not be yours for at least eighteen months. 

3. That you must immediately readjust your expenses 
and balance your income and outgo regardless of 
the sacrifices that have to be made by you and your 
force. 
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TO BE OR NOT TO BE 


I know of many a good organization in the past that has 
been put out of existence in a comparatively short time by 
@ too conservative management that started to cut down on 
their advertising and sales effort at the wrong time. 

LLoyp SKINNER, 


President, Skinner Mfg. Company, 
(in Printers’ Ink). 


As | look back over thirty years of active service in industry | find myself 
dismayed at the appalling panorama of business fatalities that spreads out before 


my eyes. 


Scores upon scores of concerns, many of them strong in their day and way, 
have disappeared from the business stage and their memory even is but a fragile 
thing. 


Way back in the Sixteenth Century Ignatius Loyola, soldier, priest and phi- 
losopher said: “Man is wolf to man”; which, translated into modern industrial 


language, means “Competition is hell.” 


Failures, like taxes and the poor, will always be with us. But all failures are 
not due to competition—that is not directly. Rather are they due to fear in times 
of abnormal stress, and this fear is due to bad business thinking. 


Two years ago old man Depression threw his hat in the business ring and said: 
“I’m going to give you soft-shelled guys hard times for a spell, and, darn-you, you’ve 
got to grin and bear it.” And many of us have grinned and even liked it because 
we now realize how flabby we had become and how undeserved was much of our 


so-called prosperity. 


And just to show how ungrateful we humans can be, we’re just about to knock 
out old man Depression after he’s done us a mighty good turn. There’ll be more 
failures, of course. Many a firm that has been standing on the side-lines watch- 
ing the new era procession pass by will wake up just when it’s too late and hear 
the band disappearing in the distance playing “Your Bad Times Have Been Good 
Times to Me.” 


They have simply passed up the open-to-all opportunity to lay a new and 
modern foundation to their business and have lost the proper and stimulating 
perspective of the future. - 


Better times are on the way—but not for all. If you are wondering whether 
your business is going to survive or not, if there is a serious doubt in your mind, 
now is the time to put the liquidating boys to work. But—if you feel that you 
are a hard-hitting guy, with plenty of positive attitude and a keen appetite for 
new worlds to conquer, now is the time to start your Advertising and Sales Depart- 


ments to working overtime. 


President 
The Jewelers Publishing Corporation 
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Thugs Get $6,000 in Jewelry from 
Brooklyn Store 


Two young men beat Frank Walker, 
jeweler, of 610 Broadway, Brooklyn, into 
insensibility on Sept. 14, and escaped 
with jewelry valued at $6,258. They had 
called on the telephone that morning and 
at a little after noon, when a girl em- 
ployed by Mr. Walker had left for lunch, 
the bandits arrived, pretending to be 
customers. 

The men asked to see some diamond 
rings. The jeweler removed three trays 
from the safe and laid them on the 
counter. When he turned his back to the 
thugs to get another tray they struck 
him on the head several times with a 
blunt instrument, gathered up the jewelry 
and fled. In their haste they overlooked 
$10,000 in diamonds which were in the 
safe. 


National Gift and Art Association 
Elects Officers and Directors 


PHILADELPHIA, PA., Sept. 10.—Following 
the opening of the Philadelphia National 
Gift Show at the Adelphia Hotel, Sept. 1, 
the National Gift and Art Association 
held its annual meeting, at which the 
following officers and directors were 
elected: President, Emmet White, (Balti- 
more Clipper Importing Co.) ; vice-presi- 
dent, Joseph A. Jones, (M. L. Morey 
Studios) ; secretary, W. S. Hays; treas- 
urer, Arthur J. Horgan, (Chase Brass & 
Copper Co.). Joseph A. Jones was named 
chairman of the board of directors, and 
the following directors were elected to 
serve two years: Miss E. Wanda Baker, 
Frank B. Crowe, S. J. Goldhill, Frank 
H. Granata, Guy W. Kirsch. The other 
members of the board who still have one 
year to serve are: R. Aberli, Jr., Hugh 
C. Brown, M. Wille, James Eells, and 
J. Leonard White. 


Denver Retail Jewelers Elect Officers 


DENVER, :CoLo., Sept. 20.—The fall ac- 
tivities of the Denver Retail Jewelers’ 
Association started off with a bang with 
a meeting at the Cosmopolitan Hotel on 
Sept. 14. Eighty-five per cent of the en- 
tire membership was on hand. When it 
came time for contributions to carry out 
the Association’s fall program, check 
books came out with a readiness not 
seen in recent years. 

The main topic of discussion was the 
matter of confining retail selling of 
jewelry to legitimate retail outlets—no- 
where else. The Denver Better Business 
Bureau had two representatives present, 
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and the secretary, H. Moore, gave a 
highly interesting analysis of the legal 
limitations of the Association’s efforts in 
this matter. 

Captain Ted Syman, of Syman Bros., 
was reelected for his fourth consecutive 


term as president. Then followed the 
election of Sam Arscott as vice-president; 
Max Kortz, secretary, and Wolff Han- 
sen, treasurer. A new membership com- 
mittee was appointed, consisting of Otto 
Drake, John Ennis, Ralph Rettig and 
Sam Arscott. 


Style Show Links Jewels with Fall 
Costumes 


Luxurious jewels worn in profusion 
struck the keynote of the style show held 
in the salon on the second floor of Black, 
Starr & Frost-Gorham’s establishment on 
the evening of Sept. 15. According to 
Gordon Lang, vice-president and mer- 
chandising manager of the concern, the 
primary purpose of the show was to 
present to the sales organization an in- 
structive program showing the coordina- 
tion of jewels and style in the fall modes. 
Invitations were also extended to repre- 
sentatives of the press. 

Although costumes were shown for 
every occasion, evening gowns predomi- 
nated. The outstanding modes displayed 
showed the continued use of clips, neck- 
laces both short and long, and bracelets, 
which were shown to be a necessity for 
the fashions of the retrospective period. 
Accessories were worn with many of the 
costumes, rich handbags and cigarette 
cases of precious metals being often dis- 
played. The jewels shown were limited 
to diamonds, rubies, sapphires, emeralds 
and pearls. 

The necklines of the evening gowns 
were often rather high, and with these 
costumes short diamond necklaces were 
worn. Clips were much in evidence, 
being used in many cases at the back 
of the decolletage models, as well as on 
the shoulder and with V front necklines. 
One striking evening ensemble was done 
in several shades of purple, and with 
this gown was worn a long diamond 
necklace from which hung an exquisite 
pendant designed in the form of an urn 
of fruit, cut from very large diamonds. 

The Eugenie gloves worn by the 
models demonstrated the necessity of 
beautiful bracelets as a part of fashion’s 
decree for fall. Luxury was indeed the 
keynote of the show and it was definitely 
indicated that jewels not only will but 
must be worn in profusion to carry out 
the spirit of the period. 
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A Daylight Robbery 


PorRTLAND, OreE., Sept. 12.—A daring 
daylight robbery in the jewelry store of 
A. H. Maley, Gresham, Ore., Sept. 2, 
resulted in the theft of $30 in cash, dia-~ 
monds valued at about $2,000. and a 
valuable watch. 

Two men entered the store late in the 
afternoon, and held up Mr. Maley while 
he was working at his bench. The rob- 
bers made their escape in an old light 
model touring car, leaving Mr. Maley 
bound. He managed to crawl to the door, 
and attract the attention of a cobbler 
nearby, who released him. 





New York Retail Jewelry Associations 


The Metropolitan Retail Jewelers’ As 
sociation held a special meeting Sept. 8, 
to elect a new president, Herman Sha- 
piro, who formerly had held that office 
having left the trade. The present officers 
are as follows: President, Jacques Leroy; 
vice-president, Henry Astor; treasurer, 
A. Wolf, and secretary, R. Meiser. An- 
other meeting of the association was 
scheduled for Sept. 24. 


* * # 


The fall season in association activities 
for the Brooklyn jewelers began with 
their first meeting held Sept. 10. Presi- 
dent Peters presided over the gathering. 
A discussion of the fall program of 
association work ensued. 


* * # 


The Bronx Retail Jewelers’ Association 
has planned an extensive program of 
business and social activities for its 
initial meeting of the season, to be held 
at the Bronx Winter Garden, Sept. 29: 
Two new members will be installed, H. 
Davidoff, recently of the Metropolitan 
Association, who has moved to the Bronx, 
and M. Melyn. Charles T. Evans, secre- 
tary of the A. N. R. J. A. is expected to 
attend the meeting and make a report 
of the Detroit convention. There also 
will be a discussion by the members as 
to ways to stimulate fall business. The 
Bronx Finance Corp. will hold a meeting 
in conjunction with the retailers’ get- 


together. 
* * * 


The Feinberg-Max Co., 904 Metropoli- 
tan Building, Detroit, has recently in- 
corporated. The capital stock is $25,000. 
This organization is engaged in a gen- 
eral wholesale jewelry business. The 
incorporators are Silas C. Feinberg, 
Clara Max and Sydney L. Max. 
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NEWARK 


QUALITY JEWELRY 








Jewelers’ Settings and Solders 
Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameco Jewelry 


CAMEO BROOCHES 
Sanray Crystal Pendants, Breoches, 
Rings, s and Bracelets 
Diamend Mountings Ladies Stene Rings 
at the right price 
Sold through Whelesalers only 


$1-83 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 
All Sterling and Fine Silvers Rolling for the Trade 





HENDRY RUFEISEN-INC 


MANUFACTURERS OF 


DINGS OFQUALITY 


Factory and Main Office—126-128 South Street 
Chicage Office, 81 N. State St. 


Send for Samples 


TAGS 2%. 


ALL COLORS 
ARCH CROWN MFG. CO. 
81 Warren St. Newark, N. J. 


Originaters and Patentees 








SCHUMAN & DONCHI, Inc. 
Creators and Designers 


of Distinctive Ring Findings 


81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 
336 Mulberry St. 


SUES STONE 2%, 
DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 





: Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., ING 
| 126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 





G. B. W., INC. 


10, 14 and 18K Rings—Jobbers Only 
891 Mulberry Street Tel. Market 8320 


New York Office, 93 Nassau St. 





sTERNSE?T 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 














Reports Brisk Business 


CINCINNATI, OHIO, Sept. 15.—A bright 
spot in the so-called business depression 
was shown in the report of A. Sauer & 
Co. for last month’s business, which dem- 
onstrated that the firm had the largest 
volume of activity in orders in the his- 
tory of its existence. 

The extra proportion of its affairs was 
due to an increased demand for leather 
straps for strap and wrist watches. Al- 
bert Sauer, president of the concern, de- 
clared that the volume of output was 
by far the largest yet recorded by his 
company. 

He did not claim that the extra turn- 
over meant the return of normal busi- 
ness but sincerely believes it is a far- 
reaching step in that direction. 





Philadelphia National Gift and Art 
Show 


PHILADELPHIA, Sept. 10.—The Philadel- 
phia National Gift and Art Show held 
its 10th annual fall display of artwares, 
gift novelties and decorative home fur- 
nishings at the Adelphia Hotel during 
the week of Aug. 31-Sept. 5—an event 
which attracted hosts of retail buyers, 
gift shop owners and gift section mer- 
chandise managers from all parts of the 
country. 

There were more than 100 leading ex- 
hibitors. 

Practically everything imaginable in 
the gift, novelty and decorative furnish- 
ings lines was to be seen at the show. 





Clock Business Improves 


WINSTED, CoNN., Sept. 1—A large or- 
der for clocks has been received from 
Seattle, Wash., by the Wm. L. Gilbert 
Clock Co., Inc., here and will keep the 
plant running on overtime schedule until 
Dec. 31. Fifty employees have been 
added, bringing the force to 350. 





Jeweler Golfers Enjoy Holiday 


The annual outing of the New York 
Jewelers Golf Club was held Sept. 14 
at the Englewood Golf Course, Engle- 
wood, N. J. There were 48 contestants 
in the tournament. Winners were as 
follows: First prize for low net, 36 holes, 
was won by J. R. Bares. This prize was 
a wrist watch donated by Harry Coxe. 
Other prize winners were: H. Coxe, with 
the low gross score for 36 holes; R. D. 
Johnson, low net for 36 holes, class A; 
W. R. Monroe, low net, 36 holes, class 
B; H. S. Kennedy, low net, 36 holes, 
class C; C. A. Miller, low net for 18 
holes, class A (a.m.); W. Delahay, low 
net, 18 holes, class A (p.m.); William 
Downs, low net, 18 holes, class B (a.m.) ; 
Al Grabhorn, low net, 18 holes, class B 
(p.m.); J. Williams, low net, 18 holes, 
class C (a.m.); William Doyle, low net, 
18 holes, class C (p.m.; J. D. Gower, 
low gross, guest prize; Harold Miner, 
low net, guest prize. 

After the tournament the contestants 
adjourned to the clubhouse, where dinner 
was served. The feature of the outing 
was the presentation of a sterling silver 
golf trophy standing 24 inches high which 
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was given to the club by Gus Neimeyer 
in memory of the late Fred Skinner. The 
cup is to remain the property of the club 
until it is won three successive times by 
one person. 

During the dinner Charles C. Sommer 
was elected to serve as president for the 
ensuing year. 


inl 
if According to the latest 
figures taken from the pre- 
liminary reports on the Cen- 
sus of Distribution, 1930, 
just released by the Dept. of 
Commerce, the total sales of 
the 612 installment credit 
jewelry houses of the coun- 
try in 1929 was $59,095,999. 
During the same time the 
19,483 stores doing a regular 
jewelry business sold $477,- 
853,552, or eight times as 
much as the distinctly in- 
stallment stores. ; 














Death of R. A. Breidenbach 


Rudolph A. Breidenbach, treasurer of 
the firm of Breidenbach Sons, Inc., im- 
porters of precious stones, 48 W. 48th 
St., New York, died on Sept. 8, at the 
Orange Memorial Hospital, Orange, N. 
J., following an operation. He was 77 
years old. 

Funeral was held Sept. 11 from the 
Weatherhead Funeral Parlors’ with 
burial in Rosedale Cemetery. 

The deceased had spent the greater 
part of his life in the jewelry business, 
having celebrated the 50th anniversary 
of the firm’s establishment five years ago. 
Surviving are the widow, a daughter, 
Mrs. Carl Hub, and two sons, Harry and 
Walter. 





F. J. Cooper, Jr. 


ATTLEBORO, Mass., Sept. 4.—Frederick 
J. Cooper, Jr., manufacturing jeweler of 
this city, died at the Sturdy Memorial 
Hospital, Sept. 1, after failing to rally 
from successive operations. He was 40 
years old. Mr. Cooper had been associ- 
ated with his father in the F. J. Cooper 
Co., since 1917. 

He was a native of Taunton, Mass., 
but had lived most of his life in Attle- 
boro. 

Besides his parents Mr. Cooper leaves 
his widow, two small children, a brother 
and a sister. 

Funeral was held Sept. 3, from the 
late home in West Mansfield. 





Charles Zechman 


MIAMISBURG, OHIO, Sept. 1.—Charles 
Zechman, for the past 23 years a jeweler 
of this city, died recently at his home on 
Central Ave. at the age of 59. Surviv- 
ing are the widow and two children. 

Fraternally, Mr. Zechman was affli- 
ated with Masonic and K. of P. orders. 
He was also a Shriner and a member of 
the Scottish Rite. 
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Marie E. Coe 


SAN FRANCISCO, CAL., Sept. 1.—Mrs. 
Marie E. Coe, a pioneer newspaper 
woman of San Francisco and Alaska, and 
for a number of years San Francisco and 
northern California representative of 
THE JEWELERS CIRCULAR, died in San 
Francisco on Aug. 24 at the home of her 
brother, Henry B. Lister, 1337 Twelfth 
Avenue. 

Prior to her entering the trade journal 
field Mrs. Coe was editor of the Gold 
Digger at Nome, Alaska, and had a long 
experience in the daily newspaper field of 
San Francisco and Los Angeles as spe- 
cial department editor and reporter. 

Though Mrs. Coe was 72 years old at 
the time of her death, she was remark- 
ably alive and active. Few of her many 
friends in the jewelry trade suspected 
that she was well past the age when most 
people retire from active work. 





Joseph H. Plant 


PORTLAND, ORE., Sept. 10.—Joseph H. 
Plant, aged 53, died at his residence, 
1184 Cleveland Ave., Aug. 27, after a 
short illness. He was a native of New 
York. but for many years was engaged 
in the jewelry business in Alaska. 

Mr. Plant married Elsy Hennings, 
June 2, 1917. She survives him, together 
with three sisters and four brothers. 

In Portland Mr. Plant was well known 
as a jewelry auctioneer, and conducted 
many sales here. 





‘ 


Moses S. Fleishman 


Cuicaco, Sept. 17—Moses S. Fleish- 
man, well known to the entire jewelry 
industry, passed away at his home at 
the Windermere Hotel on Sept. 6. Mr. 
Fleishman had been in ill health for sev- 
eral weeks. 

He was born in Chicago, on Feb. 12, 
1864. He received his early education in 
Chicago and when a boy started his 
jewelry career with the Stein & Ellbogen 
Co. and was later with S. Glickauf. In 
1884 he engaged in the wholesale busi- 
ness for himself. 

In 1918 his son, Sam, entered the busi- 
ness. The business will be continued by 
the son, under the old name of M. S. 
Fleishman & Co., with offices in the Hey- 
worth building. 

Deceased is survived by his widow, 
Rosa, son, Sam, and two daughters, Mrs 
Henry T. Weil and Mrs. Henry J. Bobbe. 


Watch for This Check Swindler 


The Jewelers’ Security Alliance has 
sent out a warning against the opera- 
tions of a young man about five feet 
nine inches tall, well built, dark hair, 
very pleasant appearance and good man- 
ners, who called on two jewelers in 
Charleston, S. C., recently and succeeded 
in inducing them to accept his check on 
the Greensboro Bank & Trust Co., in 
payment for goods. He claimed to be a 
flour salesman, and mentioned by name 
several business men in the city whom 
he claimed as his customers, in this way 
gaining the confidence of the jewelers. 
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TORK ELECTRIC CLOCKS 
—WINDLESS 


DOUBLE-FACED HANGING CLOCKS 


List Diameter Length List Price Your 
No. Dials Case Over All Each Cost 
2012 12” 15” 3’ $125.00 $27.50 
2018 18” 21%” 5’ 200.00 37.50 
When ordering, specify: A. C. or D. C. 








THE MOVEMENT 


The Tork Clock Windless move- 
ment is of fine and sturdy con- 
struction throughout. All wheels 
and pinions are cut. The _ bal- 
ance staff runs in ruby bearings. 
Both balance wheel and hairspring 
are made of special materials so 
that time-keeping is unaffected by 
ordinary temperature changes. 
There is also built in a fine mi- 
crometer regulator by means of 
which adjustments of two seconds 
in 24 hours are easily made. 
Every clock is closely regulated 
before shipment and the movement 
sealed. 





FLUSH TYPE WALL CLOCKS 


List Diameter List Price Your 
No. Dial ase Each Cost 
1608 8” 1034” $40.00 $9.50 
1618 18” 22%” 75.00 16.50 


When ordering specify: A. C. or D. C. 


WOLFE RADIO COMPANY 
71 FIFTH AVENUE NEW YORK CITY 
10% DISCOUNT ON ALL CASH ORDERS 








Rings You Will Be Proud to Sell 
ALL PROFIT 


NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 


Green or White Gold 
Same Price 


Order on five days’ memo. 

when you have a sale in 

sight. Orders filled same 
day received. 


All emblems and initials 
encrusted on ruby and 
onyx on hand at all times 
in every finger size. 
Display Emblem Cards for 
your window in original col- 
ors free upon request 























BOSTON’S. 


RENOWNED HOSPITALITY 














CHmore - 


COMMONWEALTH AVENUE 
AT KENMORE STATION 






Here'you will find that farfamed Boston spirit 
of cordiality. There is no end to conveni- 
ences at The Kenmore . . . 400 tooms with 
tub and shower . . . Coffee Room, Empire 
Dining Room, free parking for your car... 
and even a cheery “Good Morning” with the 


paper left at your door when you wake. 


Let us send you a Booklet ‘‘Historical Boston” 














OLD RINGS MADE. NEW 


We repair and rebuild any ring, also encrust any 
initial or emblem on any stone, or furnish 
new stones in all sizes and shapes. 
Why not replace the discontinued or 
EB slow selling emblems with faster selling 
emblems or initials? 


Prompt Service. 





Prices Reasonable. Try Us. 


6746—$19.00 List 
HEAVY SHANK 


Genuine one piece, three color, double 
head cameo. Belais white gold (also 
in green gold) 6746—$19.00 List. 


Next size larger stone, $2.00 additional 
BUFFALO JEWELRY CO. 


“The Mail Order Housetothe Jewelry Trade’ 
501 Washington St. Buffalo, N. Y. 








kxact Size 











SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 10K Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 




















Sneak — Get Gems Worth 


’ 


CINCINNATI, OH10, Sept. 15.—A tray of 
diamonds valued at $8,000 was stolen 
from the window of Partner, Inc., 20 
N. Ludlow St., Dayton, Ohio, recently. 

Two men entered the store with one 
stopping at the entrance and the other 
walking to the rear of the window where 
he picked up the display tray and then 
both intruders walked out. 

Mrs. Bol Partner was waiting on a 
woman customer at the time. 





L. F. Lawrence Retires 


GALESBURG, ILL., Sept. 15.—Lester F. 
Lawrence, for more than 30 years in the 
jewelry business here has announced his 
retirement from active business because 
of failing health. 

The Lawrence Bros. store will be 
consolidated with the Odells, Inc., in 
the Hill Arcade, where the Lawrence 
store is now located. For the present 
both stores will be operated. Guy Law- 
rence in the sales department, and Wil- 
liam Lawrence in the optometry depart- 
ment, will remain with the organization. 
Athol Odell will be manager. 





Ohio Jewelers Hold Convention at 
Columbus 


CoLuMBus, OHIO, Sept. 2.—At the an- 
nual meeting of the Ohio Retail Jewelers 
Association, held at the Deshler-Wallick 
Hotel on Monday and Tuesday, Ray- 
mond Hay, Coshocton, Ohio, was elect- 
ed president and Henry Von Unruh 
of Cincinnati, reelected vice-president. 
Also re-elected were: A. C. Hutchison, 
Akron, the secretary, and James Ayl- 
ward, Bucyrus, the treasurer. On the 
executive committee, Raymond Brenner, 
Youngstown, and M. D. Hohenstine, 
Columbus, were re-elected for a two- 
year term. The resolutions indorsed the 
work of the A. N. R. J. A. and covered 
the usual subjects. The retailing-whole- 
saler problem was the outstanding sub- 
ject of the meeting. 

Altogether about 50 jewelers attended 
and the program went according to sched- 
ule. Monday’s session included an ad- 
dress and one act play on “Keeping the 
Sheriff Away From Your Door,” by Ray- 
mond Hay, Coshocton, and a round table 
discussion at which Earl Chamberlin pre- 
sided. At the second day’s session W. H. 
Gray, Secretary Retail Merchants’ Board 
in Cleveland, described in detail the ex- 
cellent manner in which banks and indus- 
trial concerns had cooperated to reduce 
the catalog evil in that city, and A. W. 
Kampf of Cincinnati described briefly 
how the cooperative jewelers had suc- 
ceeded in reducing the amount of alleged 
wholesale purchases in that city. His 
topic was “Fair Play” and referred to the 
principle of dealing with the wholesaler 
who is helping the retailer and not “kick- 
ing his shins.” George V. Sheridan, ex- 
ecutive secretary of the Ohio Council of 
Retail Merchants, discussed the Threat of 
Retail Sales ‘Taxes. 

Ex-President Beattie’s talk was very 
brief, and Secretary Hutchison’s address 
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dealt with the efficient service which the 
association had performed in connection 
with the defeat of sales and chain store 
tax measures in Ohio. A. W. Anderson, 
treasurer of the A. N. R. J. A., spoke of 
the work of that body on Tuesday after- 
noon. 

About 33 of the jewelers and represen- 
tatives attended the banquet Tuesday 
evening. 


Solidarity Watch Case Co. to 
Be Discontinued 


The Solidarity Watch Case Co., whose 
factory is at 242-246 Chestnut Street, 
Brooklyn, N. Y., and which, up to May 1 
last, had a New York office at 15 Maiden 
Lane, has decided upon voluntary liqui- 
dation and has filed a certificate of dis- 
solution with the Secretary of State of 
New York. 

The company was established in 1885 
and has enjoyed a most enviable repu- 
tation and good-will in the trade. It 
specialized in the manufacture of solid 
gold watch cases and raised figure dials. 
Its president, John W. Sherwood, who 
has been ill at his home in Newburgh, 
N. Y., since May 6,.is gradually regain- 
ing his health. 





Death of Ernest E. Bross, Originator 
of the Orange Blossom 
Wedding Ring 


Detroir, Sept. 10.—Ernest Edwin 
Bross, widely known manufacturing 
jeweler of Detroit who popularized the 
modern type of orange blossom wedding 
ring, died Tuesday, Sept. 1, in St. Peters- 
burg, Fla. 

Born in Ann Arbor. Mich., 52 years 
ago, Mr. Bross came to Detroit when a 
young man and with a brother, Carl O. 
Bross, became associated with Traub 
Bros. & Co., manufacturers and dealers 
in jewelry. Later, the Bross Brothers, 
more interested in the manufacturing end 
of the business, left the organization and 
started the Traub Mfg. Co., of which 
Mr. Bross was president at the time of 
his death. 

Surviving him are his widow, three 
brothers, Carl O. Bross, vice-president of 
the Traub Co., Fred and Lewis, a sister 
and his father. 

The funeral and burial were at Ann 
Arbor, Mich. 


New York Salesman Robbed of 
$5,000 in Jewelry 


SARATOGA Sprincs, N. Y., Sept. 1— 
Police are seeking three bandits who kid- 
napped, beat and robbed Lewis Goldman, 
jewelry salesman for Jacob Blauweiss, 36 
W. 47th St., New York, recently in Sara- 
toga, taking from him a handbag contain- 
ing $5,136 worth of jewelry. 

The salesman was walking along the 
street when one of the gunmen pressed 
a gun against his ribs. They forced him 
into a car and drove off. Soon after the 
car had reached a sparsely populated sec- 
tion, Goldman was struck on the head by 
a blow which rendered him unconscious. 

He was found on the Excelsior Springs 
road by a passing motorist. 
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F. C. Beckwith Heads Hamilton 
Watch Co. 


LANCASTER, Pa., Sept. 1.—Frank C. 
Beckwith was elected president of the 
Hamilton Watch Co. at a meeting of the 
board of directors of that company on 
Aug. 27. Mr. Beckwith, well and favor- 
ably known throughout the jewelry trade 
and for years vice-president, joined the 
Hamilton Watch Co. in 1909. He suc- 
ceeds the late Charles F. Miller, who died 
July 18. 

Calvin M. Kendig was elected first 
vice-president to fill the vacancy caused 
by Mr. Beckwith’s elevation. Mr. Ken- 
dig has been secretary and assistant 
treasurer of the company. 

Mr. Beckwith announced that the same 
policies upon which the success of the 
Hamilton Watch Co. has been so firm- 
ly built will be continued. He also stated 
that the company enjoyed a most satis- 
factory business during July and August. 


Death of Charles D. Graff 


Charles D. Graff, president of Graff, 
Washbourne & Dunn, Inc., silversmiths, 
142 W. 14th St., New York, died 
Aug. 27 at the age of 63 years, at his 
home at 730 Riverside Drive. He had 
been ill for almost a year. Funeral ser- 
vices were held Aug. 29 from the Plaza 
Funeral Parlors with interment in Wood- 
lawn Cemetery. 

Born in New York, Mr. Graff started 
his career as an apprentice in the de- 
signing department of Tiffany & Co. 
After serving his apprenticeship he was 
employed successively by Ferd. Fuchs & 
Bro. and Redlich & Co. In 1899 he joined 
with William L. Washbourne and Cleve- 
land A. Dunn to form the present cor- 
poration. Mr. Graff was renowned for 
his originality in designing silverware 
patterns and many of his creations will 
survive for a long time. 

Surviving are his widow and two sons, 
George, of Toledo, and Frederic, who is 
with Graff, Washbourne & Dunn. 

Mr. Graff was a member of the 
Siwanoy Club of Mount Vernon and the 
New York Athletic Club. 


Why Diamond Stocks Are Low 
(From page 69) 
alone what has come in since then? 
The total import value of the rough 
and cut for the 12 months of 1930 
and for the first seven months of 
1931 did not amount to $38,000,000, 
leaving a deficiency of $22,000,000 
even if we had not sold a single dia- 
mond in 1930 or during this year. 
As a matter of fact a conservative es- 
timate would probably show that the 
sales of diamonds last year were 
nearly as large as the amount im- 
ported and of this year as much or 
more than were imported. 

That stocks of diamonds in the 
jewelry trade are down to a mini- 
mum, is the only conclusion to be 
drawn from these facts. 
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36/513 


36/510 


They are the fastest selling pop- 
ular priced rings on the market. 
Initials and Emblems made to 
order, and full cut diamonds sup- 
plied at prevailing market prices. 
Made in 14K. White, Yellow and 
Green Gold. 


6% 30 days to rated Jewelers. 
Write for Illustrated Price List 


SELTZER BROS. 


Manufacturing Jewelers and Importers 
80 Nassau St., New York 














Window Trimming 


Advertising Showcard Writing 


Thirty years’ experience in 
store publicity work— the 
past four specialized in jewel- 
ry stores. Now doing the dis- 


play work and advertising for 


“+48 +- 
+48 


several prominent New Jersey 
jewelers and have time open 
to take on a few more ac- 
counts in this vicinity. Satis- 
factory references will be 


supplied. 


GEORGE VALLIS 


65 Western Avenue, Morristown, N. J. 
Phone 3286 ° 
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We are now prepared to give highest grade service in 
plating any article of jewelry with RHODIUM, a pre- 
cious metal of the platinum group—a lasting, beautiful, 
white color on yellow gold, white gold or silver. Send 
us a ring—bracelet—brooch, watch case, necklace for 
sample of this beautiful finish. 


MAKE YOUR OLD STOCK NEW 


We repair and refinish all kinds of BAGS—SILVER- 
WARE of all kinds—Plating in Gold—Silver—Platinum 
—Rhodium. A quarter century of successful experience 
aided by the latest complete mechanical equipment as- 
sures low cost, dependable service and your entire satis- 
faction with each job. 


SWARTZ & CO. 


The Silversmiths Bldg. 
10 S. WABASH AVE., CHICAGO 





























SILO’S 


45th St. and Vanderbilt Ave. 
NEW YORK CITY 


ESTABLISHED 1879 
Will Sell At Unrestricted Public Auction 


DIAMOND JEWELRY, 
SILVER and OTHER ARTICLES 


Thursdays and Fridays 
OCT. 8, 9, 22 AND 23 AT 9:30 A. M. 
BY ORDER OF THE 
PROVIDENT LOAN SOCIETY of NEW YORK 


FIRST SALE ON VIEW OCT. 5, AT 1 P. M. 
SECOND SALE ON VIEW OCT. 19, AT 1 P. M. 






































Catalogue on request, JAMES P. SILO, Auctioneer 
THE WASHBURN a 


[ MAGIC NUT a 
Security 





Auwesrt rim for Ear Studs, Scarf Pins, 
18k — 14k — 10k 
po) and Adjusting a Specialty 
for 


etc. 
a) Platinum—18k White 
wed 14k R. P. — Sterling 
PEARL DRILLING, STRINGING 
— Repairing and Special Order Work 
or Se Send for Descriptive Circular 
ote., 18 kt. 
rt. “ut; «3C. IRVING WASHBURN 
‘i. °"*'' 108 FULTON ST., NEW YORK 














B. Sonenberg, importer of diamonds, is 
now located in new offices in Suite 1205, 
170 Broadway. 

The Madison Jewelry Mfg. Co., form- 
erly at 40 W. 48th St., is now located at 
540 Madison Ave. 

Norman C. Levy, 40 W. 48th St., has 
announced to the trade that he has 
changed his name to Norman C. Norman. 


Julius Kaufman of Goodfriend Bros., 
Inc., 542 Fifth Ave., sailed recently on 
the Bremen to visit the European 
markets. 

Announcement has been made that on 
and after Oct. 1, Bretsa, Inc., will have 
its only place of business located at 574 
Fifth Ave. 

James H. Drilling & Co., importers and 
dealers in precious and _ semi-precious 
stones, have removed from 95 Nassau 
St. to 87 Nassau St. 

John Hall, New York representative 
for the Hamilton Watch Co., is now lo- 
cated in new quarters in Room 1202, 20 
W. 47th St. 

Bert H. Satz, formerly in business at 
731 Fifth Avenue, has opened a .new 
store in the new Fuller building at 43 
East Fifty-seventh Street. 

Samuel Mendelsohn, well known trav- 
eling representative, is now representing 
the Elgin American Mfg. Co. through 
the South and Southwest. 

Gladys E. Gutter, who has been asso- 
ciated with the firm of B. Gutter & Son, 
Inc., for the past 12 years, recently sev- 
ered her connections with this concern. 


William G. Boorn, diamond jewelry, 
is now located at 560 Fifth Ave. Mr. 
Boorn was associated with John W. 
Block, 22 W. Forty-eighth St., for 13 
years. 

Maxwell R. Maybaum of Maybaum 
Bros., Inc., 48 W. 48th St., returned re- 
cently from abroad, after having visited 
the European diamond and pearl mar- 
kets. 

Raymond Abrahams, precious stone 
dealer, 522 Fifth Ave., has returned to 
New York after a vacation passed visit- 
ing the diamond and precious stone mar- 
kets of Europe. 

Jules Klein, formerly of Ben Klein, 
and Joseph Muller are now established 
at 21 Maiden Lane, and doing a general 
jobbing business under the name of 
Jules Klein & Joseph Muller, Inc. 


Max Drilling and Charles Kaliko, 
formerly of the cutting department of the 
United Diamond Co., have opened a dia- 
mond cutting plant at 87 Nassau St., con- 
ducting business under the name of Dril- 
ling & Kaliko. 

William Adams, Inc., importer and 
wholesaler of reproductions of old En- 
glish silver and Sheffield plate, has en- 
larged its wholesale show room, having 
taken over the entire store premises at 
1348 Sixth Ave. 

Friends of Monroe Engelsman, who 
for about two years was compelled to 
quit business activities as the result of 
a broken leg, were glad to learn that he 
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N EW YO R ¢ Metropolitan District 


is once again in harness and disposing 
of his many specialties for the diamond 
and jewelry trade with headquarters at 
9-11-13 Maiden Lane, Room 701: 
Emmet B. Tuttle, who has been em- 
ployed by Graff, Washbourne & Dunn 
for the past 25 years, has become a mem- 
ber of the William Heitel Co., Inc., 17 
W. Forty-fifth St. The Heitel concern 
which started in 1916 as a plating and 
repairing establishment, has enlarged its 
scope and is now manufacturing hollow 
ware, specializing in reproductions. 


4 __ 
Ask Me Another 


—What will be the trend in 
merchandise prices? 

—There is a definite neces- 
sity for their increase. 


—What effect will this have 
on volume? 

—The important thing al- 
ways is profit, not volume. 
Increased prices will en- 
able many merchants and 
manufacturers to steer 
their course away from the 
dizzy precipice of bank- 
ruptcy. 

—But isn’t it true that we 
need volume to give em- 
ployment? 

—Not at the expense of 
solvency. Wages to sus- 
tain buying cannot be paid 
indefinitely by firms 
whose balance sheets are 
written in red ink. 


Soca 6 


President. 
_~ A 














Frederick D. Brown, Inc., Sept. 1 
opened up new quarters in the Mc- 
Cutcheon building, 607 Fifth Ave. Mr. 
Brown is well known to members of the 
jewelry trade as he was several years 
advertising manager for Black, Starr & 
Frost. The new shop has been fitted up 
in the William and Mary period, in 
keeping with the fine quality of merchan- 
dise that will be handled. 

George W. Karsh, well known in the 
uptown jewelry district, who for some 
years past has represented George O. 
Wild at 10 W. Forty-seventh St., died 
Sept. 1 at his home in Maywood, N. J., 
after a lingering illness) Mr. Karsh 
was a Mason, a member of the Jewelers 
Square Club, and had many friends in 
the jewelry industry who deeply re- 
gret his passing. He is survived by a 
widow and two small children. 

I. Lachman, of I. Lachman & Sons 
Co., Inc., well known wholesaler of 
Seattle, Wash., arrived in New York, 
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Sept. 15, on a fall buying trip. He inter- 
rupted his trip east on Monday, Sept. 14, 
to visit the A. N. R. J. A. convention in 
Detroit and then came here where he 
will remain for about 10 days, then go- 
ing on to Providence and the Attleboros. 

Harry Kiel, 50 years old, said to be a 
jeweler at 11 Second Ave., New York, 
was shot and killed by mistake by Albert 
Estowitz and Harry Bronstein, probation- 
ary policemen, on the night of Sept. 20. 
The man had become involved in an 
altercation with Steve Zeilick, whom he 
had bumped into, or been bumped by, 
and during the argument Kiel had drawn 
a revolver and fired two shots. Zeilick, 
unhurt, grappled with the jeweler. The 
patrolmen hearing the shots, ran to the 
scene, and when they saw the gun in 
Kiel’s hand, they began firing. 

Registration for the classes in jewelry 
design at the Mechanics’ Institute, 20 
W. Forty-fourth St. opened Sept. 21. 
There will be two classes this season, one 
for beginners and one for the more ad- 
vanced students. The classes will be 
held every Friday evening, starting 
Sept. 25, from 7 to 9.30 p. m., under the 
instruction of C. A. Jakobb, well known 
jewelry designer. Enrolment already ex- 
ceeds 50 pupils and applicants have been 
urged not to delay as the classes have 
almost reached their maximum number 
of students. As in the 1930-31 term, Mr. 
Jakobb will be assisted in his duties by 
William Sherwood. 

Henry Astor, supervising chairman of 
the arrangements committee in charge of 
the plims for the convention of New 
York City jewelers, reports that the time 
set for the convention is March 20-21, 
1932, at the Hotel Astor. March 20 falls 
on Sunday, and the evening of this day 
will be given over to a banquet and ball. 
The primary aim of this get-together of 
New York jewelers is to discuss the 
prevalent evils existing in the industry. 
There will be no addresses at the con- 
vention, the whole of the time being de- 
voted to trade discussion. 


The Diamond Dealers Clubs of New 
York, Inc., an organization for the im- 
provement of the facilities of buying and 
selling diamonds among members of the 
trade, held a meeting Sept. 15, in the 
club’s offices at 80 Nassau St., to in- 
augurate a membership drive. At pres- 
ent there are 100 members in the club, 
and according to Sol Joel, corresponding 
secretary, at least 150 more are expected 
to join. The present officers of the organi- 
zation are: President, Samuel Kantor; 
vice-president, Jacob Wagner; secretary, 
Philip Horowitz; treasurer, Harry 
Sigman, and Sol Joel, corresponding 
secretary. It is hoped that the club’s 
offices will become a headquarters for 
out-of-town buyers, and gradually de- 
velop into an accepted meeting place for 
all diamond merchants. New York, up 
to the present, has been practically the 
only large city which has not had one 
of these clubs of diamond dealers. 
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AVA <i od A OF 0-0 ol On ORO 
ENTIRE STOCK and FIXTURES 


Me) elromC1e)-131e)\\ & ZO. 


27 SCHOOL STREET 
BOSTON, MASS. 


WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 














NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 
Bridgeport Bag & Jewelry Case Co. 


Bridgeport, Conn. 











| GRIMM and JUDAE CO. | 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO 

















THE PROTECTION RING GUARD 
- The Most Perfect Ring Guard Ever Made 


NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 


Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 

Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 


THE LION SAFETY PIN CLUTCH CO. 








20 West 22nd St., New York Or Jobber 





SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Watch Repairs and Materials :: Quick Mail Service 














Pe eel WATCHES 


Hf 4 complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—lIllinois—Howard—Elgin 21-J. R. R. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG 
76 Bowery Tel. DRy Dock 4-7563 New York City 


93-95 Nassau St. New York, N. Y. 

















SUPERIOR WATCH MATERIAL CORP. 


























AMERICAN PROMPT CRYSTALS 
and SWISS | MAIL SERVICE DIALS 
MATERIALS a FINDINGS 
COUNTER SERVICE 
78 Bowery New York 54 W. 47th St. 


DRydock 4-4670 MEdallion 3-8973 





REEVE & MITCHELL CO. 


SINCE 1898 


NON-TARNISHING 


FLANNEL BAGS and ROLLS 


L110 Sansom Street Philadelphia, Pa. 











Hand Carved Chinese Jade 


Amethyst, Turquoise Stones artistically mounted 
Real seed pearl jewelry our specialty 
Ask for memo package 


ASIATIC ART JEWELRY CO., Inc. 


22 West 48th Street New York, N. Y. 








OFFICES FOR RENT IN 
National Jewelers Board of Trade Bldg. 
22 West 48th Street, New York City 


Small and larger units of desirable space, with north 
light ready for immediate occupancy. 
DE WITT, SMITH & BATZLE, Managing Agents 
37 Wall Street, New York City 
Phone Whitehall 4-3833 














WATCH AND CLOCK REPAIRING 
H. IZZET & CO. 


QUICK MAIL SERVICE 
154 NASSAU ST. NEW YORK 


BEekman 3-0396 








Non-Tarnishing Flannel 


BAGS and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS. 





Do You Know 


that the ophthalmometer is vitally important and 
extremely useful not only in regular astigmia but in 


Amblyopia, Anisometropia, Incipient Cataract, 
Aphakia, Irregular Astigmia, Nystagmus? 


OPHTHALMOMETRY 
By E. LEROY RYER 
SHOWS WHY and HOW 


No more pitfalls. Ophthalmometry made simple 
and precise 








Price $3.50 a Copy 


Published by 





The Optical Journal and Review 
239 W. 39th St., New York 


























CHICAGO: 


J. B. Lipsker, representing the Gold- 
smith Bros. Smelting & Refining Co., is 
making an extended business trip through 
the South. 

Allen Pinero, manufacturers’ represen- 
tative, is making his usual fall trip 
through the South and will be away for 
a number of weeks. 


Miss J. Krueger, jewelry buyer for 
Peterson, Harned & Van Maur, Daven- 
port, Iowa, was in this city recently on a 
purchasing trip. 

Fred Meyer, wholesale diamond mer- 
chant, is now located in room $37, Pitts- 
field building. Mr. Meyer was for many 
years in the Hartford building. 

J. Braunstein, manufacturing jeweler is 
now located in suite 837 Pittsfield build- 
ing. Mr. Braunstein was formerly lo- 
cated in the Columbus Memorial build- 
ing. 

Frederick Gottlieb, of Fred’k Gottlieb 
& Co., 35 E. Wacker Drive, is spending 
several weeks in Europe visiting his old 
home and looking after his diamond in- 
terests. 

Julius Goldstein, of Julius Goldstein & 
Son, Inc., Mobile, Ala., was a visitor in 
the Chicago area recently. While in Chi- 
cago Mr. Goldstein visited the markets 
and spent sometime in sightseeing. 

Frank Lucansky, 4053 Nelson St., 
passed away suddenly. Mr. Lucansky, 
who was 54 years of age, had been a 
watchmaker for many years. He is sur- 
vived by his widow and three children. 

Marcia Leibson, mother of Sam Leib- 
son, passed away suddenly in her 65th 
year. Mr. Leibson, who is associated 
with Rettig, Stamm & Gruen as a rep- 
resentative, has the sympathy of his 
many friends. 


Funeral services for Constantino Vi- 
tello, a Chicago jeweler, widely known 
in Italian circles, were held recently. 
He was the proprietor of a jewelry store 
at 159 N. State St. He is survived by 
his widow and 11 children. 

J. Martin, for many years connected 
with the diamond department of The 
Fair, has been confined to his home for 
many weeks recuperating from a major 
operation. Mr. Martin is improving and 
hopes to resume his old duties soon. 

Wm. C. McKee, formerly associated 
with M. A. Mead & Co. and prior to 
that time connected -with the watch de- 
partment of Marshall Field & Co., whole- 
sale, has purchased the business of Frank 
Mayr Sons & Co., 122 N. Michigan St., 
South Bend, Ind. The Mayr concern has 
been established for 58 years. 

The Ace Clock Co., 29 E. Madison 
St., has obtained papers of incorporation 
from the Secretary of State. The new 
concern will manufacture clocks of all 
kinds. Maurice L. Lewis, Harry S. 
Jacobs and M. Klayf are listed as the 
incorporators and the capitalization is 
placed at $20,000. 

The annual golf tournament of Juer- 
gens & Anderson Co. was held on Sun- 
day, Aug. 30, at Oak Hills Country Club, 
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with 16 participating. Prizes were 
awarded for low net and high gross, 
with several intermediate prizes. Low 
net was won by Fred Kline and high 
gross by S. T. Tew. Tew received a 
convenient stroke-counting machine. 

Dr. E. A. Johnson and Elmer C. 
Burke, veteran jewelers, have opened 
their new store, the Johnson-Burke Jewel- 
ry store, 407 7th St., Rockford, Ill. Mr. 
Burke has been in jewelry business on 
7th St. 14 years and Doctor Johnson has 
been associated with the Rockford Jewel- 
ry Co. the past eight years. The store 
has been completely remodeled and re- 
furnished. 


The directors of the Gifts, Art Wares 
and Novelties Association announce the 
7 ss 


Plus Signs 


+ + + AUGUST BUILDING 
PERMITS in New York City rose 
17.1 per cent over August, 1930, 
and 92.8 per cent over July of this 
year. 


+ + + UNITED STATES EX- 
PORTS of radio receiving sets for 
the first seven months of 1931 
totaled $7,100,000 as against $4,- 
680,000 for the same period in 
1930. 


+ + + “BACK TO WORK!” is 
the order being heard from many 
quarters. Several hundred men will 
be recalled to the Youngstown 
plant of Aetna Standard Engineer- 
ing Co. by increased production 
schedules. Two hundred have gone 
back to work at the Mengei Co. 
plant in Hickman, Ky. The Hart- 
ford plant of Underwood Elliott 
Fisher reopened last week with a 
return of 2700 workers after a full 
summer shut-down. Philadelphia & 
Reading Coal and Iron Co. is re- 
suming operations at two mines 
closed last spring. Youngstown 
Sheet & Tube operations for the 
current week were 41 per cent of 
capacity, higher than the average 
production rate for the past six 
weeks. Twenty-seven of sixty-six 
open-hearth furnaces in the 
Youngstown district are operating 
against nineteen a week ago. 














Compiled by 
SALES MANAGEMENT J 


= 


Seventh Annual Mid-Winter Chicago 
Gift Show at the Merchandise Mart Feb. 
1 to 6. The show, as before, will con- 
sist of the two units, the second floor, 
where the temporary exhibitors will find 
on arrival in February many additional 
features which have been planned for 
their added comfort, and the 15th floor 
permanent exhibits in the showrooms. 
Sympathy was extended to J. P. Pet- 
terson, silversmith, with offices in the 
Pittsfield building, on account of the 
death of his daughter, Margaret. She 
had been associated’ with her father in 
business fo¥ several years. Miss Petter- 
son passed away on Sept. 11, at Augus- 
tina Hospital following a major opera- 
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Jewelry News Flashes from the 
Great Central West 


tion. Funeral services were held on the 
following Tuesday at the Swedish Meth- 
odist Church, Chicago, and interment 
was in Maine cemetery, Park Ridge, Ill. 


Loot estimated at $60,000 was obtained 
on September 17 by two robbers who 
held up four men in the Fidelity Loan 
Bank, at 9 S. Clark St., and escaped into 
the crowds at the busy Morrison Hotel 
corner. The owners, Sam Greenfield and 
Louis M. Rubin were forced to lie down, 
as were Edward Gewold, clerk, and 
James Barton, porter. The robbery oc- 
curred early in the morning as Green- 
field and Gewold were about to trim the 
window. Only merchandise to be put in 
the window was taken. Pledges that were 
in the safe were untouched. 


The jewelry trade will be interested 
to know that William F. Juergens, Jr., 
son of the late William F. Juergens of 
Juergens & Andersen Co., has entered 
the jewelry business on his own account 
through the recent incorporation of Wil- 
liam F. Juergens & Co. Mr. Juergens 
was educated at Dartmouth College, and 
was associated in business with his 
father for the past 10 years. He is 
widely known in the trade, having 
served with distinction as Chairman of 
the Jewelry Division of the Chicago 
Association of Commerce, and as a 
director of the National Jewelers Board 
of Trade. William F. Juergens & Co. 
will specialize in diamond jewelry of 
the better grades. They have taken 
offices on the tenth floor of the Columbus 
Memorial building, 31 N. State St., ad- 
joining the offices of Warren Piper & 
Co. Mr. Piper is vice-president of the 
new company, and Andrew Sallade is 
secretary-treasurer. 


Prices of Silver Bars 


U.S. 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
ae ee 12% 30 27% 
OO eee 1245 30 27 
a |. ee 13 30% 27 
| Seats 14% 31% 29% 


Platinum Market 


WASHINGTON, D. C., Sept. 21.—Imports 
of platinum metals during the month of 
June amounted to $581,395. This in- 
cluded 14,046 ounces of grain nuggets, 
sponge or scrap platinum valued at $372,- 
418; ingots, bars, sheets or plates, 6186 
ounces valued at $153,460; 60 ounces of 
iridium valued at $5,322; 475 ounces of 
osmiridium valued at $23,107; 16 ounces 
of palladium valued at $20,620 and 190 
ounces of rhodium and ruthenium valued 
at $6,468. 

Platinum prices, as of Sept. 21, were 
officially quoted as: 


SO around eceuwaewe denweacaei we sé $40.00 
Containing 5 per cent iridium......... 43.00 
Containing 10 per cent iridium........ 46.00 
SUE eo tadkeec woes acekeneranas vite 105.00 
PE vucecucuseeticccomeonceenta 21.00 
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WHEN V. T. F. WATCHGLASSES ARE 
MENTIONED ... IT MEANS THE BEST, 
AS IT HAS FOR OVER FORTY YEARS. 


A BRAND WHICH HAS ENJOYED THIS 
DISTINCTION FOR SO LONG A PERIOD 
UNDOUBTEDLY MUST BE ALL THAT 
LEADERS IN THE TRADE SAY ABOUT 
V. T. F. WATCHGLASSES. 





ORDER THROUGH YOUR JOBBER 


HAMMEL, RIGLANDER- PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U.S. A. 














Written Expressly 
for 
The Jewelers’ Circular 
by 
LESTER B. PRATT 








HOROLOGICAL QUESTIONNAIRE 








How may we determine 
the proper depth to cut the tooth in the hour wheel? 


Answer.—To find the whole depth of the tooth to 
be cut, we will use the following formula: 





D” plus f equals , which reads, 


whole depth of space equals 2.157 divided by the dia- 
metral pitch. 

Then, if we insert the known values, our formula 
will read: 
1.157 

100 
The problem works out as follows: 


100) 2.1570(.0215 
200 
157 
100 
570 
500 
700 
700 


D” plus f equals 


The quotient, .0125 is the whole depth of space to be 
cut. 
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Having the above dimensions 
at hand, how shall we proceed to determine the correct 
shape of tooth for the hour wheel? 


Answer.—The first thing to do will be to set down 
in proper order the dimensions obtained by the use of 
the various formule. As .0215 represents the whole 
depth of space to be cut, or, in other words, the total 
length of the tooth, then we shali deduct this amount 
from the outside diameter of the hour wheel. This cal- 
culation is as follows: 

.4125 
.0215 


3910 


The difference, .3910, is the whole depth of space circle. 
Our next step will be to set down the various dimen- 
sions as follows: 


Outside diameter .............. 4125 
ee a -.400 
Whole depth of space circle...... 3910 


With the above dimensions at hand we shall proceed 
to make a drawing showing the correct form of tooth 
for the hour wheel. The student can obtain a better 
understanding of the subject, by making the first draw- 
ing on an enlarged scale. 

By multiplying each dimension by ten, this will be 
very simple. Our needs for drawing above will be very 
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simple. We shall require a piece of hard, white card- 
board, an accurate rule, a straight edge and a pair of 
dividers. Later on we shall describe some other drawings 
that will require more instruments, but these will answer 
the purpose at present. Now, take our first dimension, 
the outside circle, which we shall raise 10 times and 
call 4.125. We can set the dividers at the radius of 
4.125, which is 2.0625. Then we shall draw this circle 
‘on the cardboard, also a straight line, intersecting the 
center. Then we shall take the radius of 4.000, which is 
2.00, and draw the next circle. Likewise, the radius of 
3.910, which is 1.955, and draw the remaining circle. 
The three circles may be designated, respectively: the 
outside circle, the pitch circle and the whole depth .of 
space circle. As the hour wheel requires 40 teeth, we 
shall use a pair of sharp-pointed dividers and stake off 
exactly on the pitch circle 40 divisions. Great care must 
be used to make these divisions come out even if we wish 
accurate results. 


How shall we proceed 


to develop the proper curve for the face of a wheel tooth? 


Answer.—The proper curve for the face of a wheel 
tooth is developed by rolling one circle upon the periph- 
ery of another circle. The circle which is rolled upon 


CAD) 


Fig. 1 

the outside is called the generating circle. We may per- 
form a simple experiment which will demonstrate the 
development of a tooth curve by means of a generating 
circle. A piece of white paper is placed on the drawing 
board and a straight edge fastened to it. Now we shall 
take a small wooden wheel and cut a notch in the edge. 
If we place the point of a pencil in this notch and roll 
the wheel along the straight edge we will develop the 
curve as shown in Fig. 1. This curve is called a cycloid. 
Now, instead of rolling this wheel along the straight 
edge, suppose we roll it along the arc of a circle; in this 
case the curve will be called an epicycloid. It is obvious 
that by varying the diameter of the wooden wheel we 
may vary the dimensions of the cycloid curve as de- 
veloped in Fig. 1. Also the dimensions of the epicycloid 
curve may be altered to suit the case at hand by varying 
the dimensions of the generating circle and the circle 
upon which it is rolled. 

The above remarks and the simple.example as shown 
in Fig. 1 may appear unimportant to the student, but 
we strongly advise that they represent the fundamentals 
of all tooth curves as applied to watch trains. A first- 
class watchmaker should be able to cut any wheel or 
pinion for a watch, and in order to properly perform this 
work, he should thoroughly understand the fundamental 
rules applying to correct tooth design. 


(To be continued) 











Radio station W9XAN, of the Elgin National Watch 
Co., Elgin, Ill., has applied to the Federal Radio Com- 
mission for a renewal of license for frequencies in the 
amateur radio bands in accordance with the Commission’s 
revised amateur radio regulations. 
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Certificates Granted by the Horological Institute 
of America 


WasuinctTon, D. C., Sept. 8.—At a meeting of the 
Examining Board of the Horological Institute of Amer- 
ica held in Washington, D. C., on Sept. 1; last, watch- 
makers certificates were granted to the following: 


CERTIFIED WATCHMAKERS 


Name Address 
William Delmor Boal Peoria, IIl. 


Employer 
J. Howard Boal, 
Covina, Cal. 


Ernest G. Campbell Berkeley, Cal. W. R. Burke 

Frank Dietz Battle Creek, Mich. Self 

Earl E. Jones Peoria, Ill. Student at 
Bradley Inst. 

Earl R. Larsen Elgin, Ill. Student at 


Elgin School 
(not given) 
Edgar B. Shaw 

Student at 
Elgin School 


Joseph R. Richard 
Clarence H. Singer 
John E. Weida 


Salem, Mass. 
Cleveland, Ohio 
Elgin, Iil. 


Junior WATCHMAKERS 


Noah Albert Caterbury Union, W. Va. Student at 
Teachers Coll. 

Johns & Wilkin- 
son 

J. Carroll Monmonier, Lancaster, Pa. Student at 
3rd. Bowman Schoo! 


George A. Parkins, Jr. Ord, Neb. Geo. A. Parkins, 


Glenn W. Johns Phoenixville, Pa. 


Sr. 
J. F. Perkins Egin, Ill. Student at 
Elgin School 
John S. Thomas Griffin, Ga. T. H. Wynne 


SAMPLE QUESTIONS FROM EXAMINATIONS FOR JUNIOR 
WATCHMAKER 


1. In an 18,000 beat train what fraction of a second 
does the second hand advance with each beat of the 
balance wheel? 

2. To what temper do you draw stem wind wheels? 

3. Name the various escapements that have been in 
common use for the past twenty-five years. 


QUESTIONS FOR EXAMINATION FOR CERTIFIED WATCH- 
MAKER 


1. Describe fully your method of measuring for and 
making a balance staff. 

2. How do you bush a pivot hole that has become 
too large by wear? 

3. What is meant by a circular escapement? 





Mineral Oils Suitable for Lubrication of Clocks 


WasHINcTon, D. C., Sept. 15.—Well refined and 
narrow-cut mineral oils which do not become too viscous 
at low temperatures appear to be well adapted to the 
lubrication of clocks and other delicate mechanisms, ac- 
cording to studies now in progress at the Bureau of 
Standards. For many years porpoise jaw oil has been 
regarded as the ideal lubricant for timepieces. Other 
fatty oils in general as prepared at the present time are 
objectionable on the ground of chemical instability, co- 
rosive action on metals and the relative high temperature 
at which they solidify. 

It has been the common opinion that mineral oils 
spread on metals, while fatty oils do not, but the Bureau’s 
experiments showed that porpoise jaw oil spreads almost 
if not quite as rapidly as mineral oils of comparable vis- 
cosity. 
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Old Stock 


UR experience of 4 genera- 
tions enables us to get the 
utmost out of your old gold, sil- 
ver, platinum, filled cases, optical 
frames, etc. 


A reputation over a century in the 
building is behind our guarantee. 


Send in a trial shipment and be 
convinced. The check for full 
value will be sent by return mail. 





Lots held intact until estimates 
are approved. 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 


78 Bowery, New York, N. Y. 
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You can’t lose anything by 
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cash offer. 


After all, “It’s the Amount 
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PHILADELPHIA, PA. Hoover & S)icelaley Tater 
~ [| 119 West Tupper St., BUFFALO, N. Y: 
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WORKSOP WOMES € QUWIERITIES. 


God plating.— 


Please give necessary information for electric plating, 


giving article natural. yellow gold color. Does the 
amount of electricity affect the color? Can you use 
dental gold, 22 karat, as an anode? (Question No. 4820.) 
G. S. 


Answer.—We assume that you wish to make up a 
Roman coloring solution which will give the color of fine 
gold or 24 karat. The formula for such a solution is 
as follows: 


5 dwts. fine gold, reduced to gold chloride. 
1 oz. sodium cyanide. 
1 qt. water. 


To make the gold chloride, obtain 5 dwts. fine gold 
and roll it as thin as possible, then anneal it. Place the 
gold in a Pyrex beaker (600 cc.), then add % oz. C. P. 
nitric acid and 34 oz. C. P. hydrochloric acid Apply 
heat until the gold is all dissolved, then evaporate to a 
thick syrup, which is chloride of gold. The heating 
should be done on a hot plate, with a sheet of asbestos 
under your beaker for protection, and the work should 
be done under a hood to remove fumes, which are very 
irritating. When the gold is reduced to chloride, add 
the cyanide (previously dissolved in hot water) with 
constant stirring until a clear solution is obtained. Your 
solution is now ready for use. 

You cannot use 22-karat for anode, but must use fine 
gold, or 24-karat. Roll the anode thin and anneal it, 
then attach to the positive wire and attach articles you 
wish to plate to the negative wire. For rich dark colors 
have the solution heated to about 160 deg. and use about 
2 volts. Various colors may be obtained by varying the 
temperature and voltage, and you can learn these best 
by experimenting. 


Wat is Invar Metal ?— 


Will you please inform us if you are familiar with 
what is called “Invar” balance wheel and spring? We 
understand that this is a recent discovery of a new metal 
composition which does not require the balance wheel 
to be cut in order to compensate the variations of tem- 
perature and that a closer timing can be obtained with 
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its use than with the cut balance. A. R. and J. E. M. 
(Question No. 4821.) 


Answer.—Invar is a nickel-iron alloy composed of 
approximately 33 per cent nickel and 66 per cent iron, 
with slight additions of other elements which may be 
introduced as impurities. This alloy was discovered 
about twenty-five years ago and at one time was con- 
sidered quite a “find” as regards watch balances and fine 
clock pendulums. 


Cont pinion remover.— 

I have a great deal of trouble in removing extremely 
tight cannon pinions that are not correctly fitted to wrist 
watches. Some I cannot even remove. 

As far as I know, there are no special tools on the 
market made for wrist watch cannon pinion removing. 
There are many devices that take care of pocket watch 
sizes, but none for wrist watches. The great difficulty 
lies in the fact that the device must be extremely strong 
and yet very small in order to remove the most stub- 
born cannon pinions. I have tried many methods, but 
with no satisfaction. Can you advise me of a good re- 
mover for this purpose. H. C. J. (Question No. 4822.) 


Answer.—We have made a very efficient tool for this 
purpose from an old jewel closing tool. These tools, 
as you are no doubt aware, have a light handle and are 
fitted with an adjusting screw. To adapt this tool to 
our purpose, we simply dressed off the outside edge and 
drilled the hole in the end to fit the smallest cannon 
pinions, or, rather, slightly smaller. To use this tool 
we first apply a small amount of oil to the cannon pinion, 
then place the tool over the pinion and close it tightly on 
the cannon pinion. With care this may easily be done 
without any risk of bending the center staff and, as the 
hole in the tool is smooth, there is no risk of marring the 
cannon pinion. Then we hold the watch in one hand and 
the tool lightly with thumb and finger, twisting the tool 
slightly and also pulling it from the watch. Usually the 
most stubborn pinions are easily removed in this manner. 

The best thing about this method is that there is no 
strain when fitting the tool to the pinion, and the opera- 
tion of removing is under absolute control at all times. 
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BIG PAY JOBS 


are always open for Bradley trained men. 


WATCHWORK 
JEWELRY 
and ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE, 
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SCHOOL OF HOROLOGY, 
Dept. C, 
Peoria, Ill. 
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Now you can buy 


the famous 


HERKULES 


Jewelers’ Saws 


Herkules Saws 
Trodomark Registered 03158 
for hard Metals U. S.A. 
' FRCP aw. 
Made in Germany. 


--— - Merkutés Saws! 
f 2 eee eS 


2 _— 


direct from the sole manufacturers 


PULGER, BONFIGT & CO. 
COLOGNE, GERMANY 


Sold to jobbers only. 

















BUY | 
AMERICAN MADE 
WATCH OIL 


Nye prepares a special oil for wrist 
watches 


Order from Your Jobber 


WILLIAM F. NYE, INC. 


New Bedford Mass. 





Look ahead! 


Check your chuck requirements and make 
necessary replacements NOW 
New Prices on 
Derbyshire Webster-Whitcomb Wire 


Chucks 
“Made in U. S. A.” 


Ask your Dealer or Write direct 


F. W. DERBYSHIRE, INC. 
Waltham, Mass. 














Delivery guaranteed within 3 days 


George Palestro 


134 West 23rd St., 


WAtkins 9-8661 


New York City 





CF HAIRSPRINGS 
Go to a specialist with your hairspring troubles. 
Just ad balance wheel and bridge, stud and 


collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 











Do your own Refining 


Recover ALL the values in your old solutions, scrap, 
filings, etc. Hoke instructions tell you how to do 
this simply and economically. 


Returns from your first batch of refining usually 
more than pays our small fee. 


Ask for our free booklet R. 
Jewelers’ Technical Advice Co. 





22 Albany Street, New York City 
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Shaded areas denote prominent office 

buildings in the vicinity of 444 MADISON 

AVENUE. *—Subway stations. »—Sta- 
tions on new 53rd Street Subway. 


STIMULATING 









SITE 7Or your 


OFFICES — SHOWROOM 


e Especially designed to meet the specific requirements of 
your business. Here you can efficiently combine your ex- 
ecutive and sales offices under one roof. “444” offers you 
a dominant and strategic location at economical rentals. 





FORTY FLOORS WITH PERMANENT LIGHT PROTECTION, INCLUDING 
FULL NORTHERN EXPOSURE. THIS NEW BUILDING IS CONVENIENT 
TO BUYERS, MANY WORLD-FAMOUS HOTELS AND VARIED TRANSIT 
FACILITIES - « JUST EAST OF THE NEW ROCKEFELLER RADIO CITY 
AND WEST OF THE NEW WALDORF ASTORIA « - A UNIQUE POSITION 
MIDWAY BETWEEN THE MOST EXCLUSIVE STH AVENUE SHOPPING 
AREA AND THE NEW COMMERCIAL SECTION OF PARK AVENUE. 


“The atmosphere and appointments of a fine office 
building plus the physical equipment of 


a modern merchandise mart.” 


Floors... 13,780 to 3,400 sq. ft. — Offices from 675 sq. ft. 
Sprinkler system to the 17th floor. 


An interesting booklet will be sent upon request. 
Floor plans and rent schedules are also available. 


Douglas L. Elliman & Co. 
AGENT Inc. 
15 East 49th Street. New York PLaza 3-9200 






en el ENTIRE BLOCK FRONT 49TH TO 50TH STREETS 


-UNDER Senate M A D S O N 
Completion Scheduled 


SEPTEMBER, 1931 A V E N U E 


Now Leasing GRESHAM CONSTRUCTION COMPANY, INC.— BUILDERS 
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THE JEWELERS’ 
Where Jewelry Is Sold 


7 NHE fact that the jewelry 
sales during 1929 ran con- 
siderably over half a billion 

dollars was a surprise to even stu- 

dents of the industry who read care- 
fully the statistics published in 
the September issue of THE JEWEL- 

ERS’ CircuLaR. This table which 

showed the figures by states; giving 

the population, the total commodity 
sales per capita, number of jewelry 
stores, jewelry sales per capita, net 
jewelry sales and per cent of total 

United States jewelry sales was es- 

pecially compiled for this journal 

from the census figures in order 
that our manufacturers, wholesalers 
and even some of our retailers might 
get an adequate idea of the propor- 
tionate distribution of our jewelry 
through the different sections and ter- 
ritories of the country. The sum 
of the total sales ($536,949,551) are 
the sales that came through jewelry 
stores alone and does not account for 
all the items in various lines which 
the jewelrs handle that were made 
and distributed through the country. 

However, the figure was large 
enough to surprise those who had no 
idea that the sales had increased since 
the days of war time prosperity when 
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the government tax statistics showed 
slightly over one half billion mark. 

Among the facts that this table 
brought out most prominently was 
the dominance of New York in the 
sale of jewelry, net jewelry sales for 
the Empire State being given as 
$120,916,459 or 22.52 per cent of the 
total jewelry sales of the country. 
Illinois comes second with sales of 
$37,741,451 or 7.03 per cent of the 
total, while California was a very 
close third with sales of $36,240,293 
or 6.75 percent of the total. 

An unusual feature about the sales 
of New York was the fact that 
they amounted to $9.60 per capita, 
the largest per capita showing in the 
country, although the City of Wash- 
ington, D. C. came near it, showing 
a per capita sales of $9.56. The per 
capita sales of Illinois were but $4.94 
and those of California, $6.38. 

As shown in the introduction to 
the table, the total jewelry sales 
showed an average per capita of $4.37 
in the sales of various states. The 
smallest sales per capita was shown 
*in the state of Mississippi, 92 cents. 

The manufacturer who studies this 
table carefully should get many 
points of value to him in planning 
the distribution of his product 
throughout the country. 
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